








Wind me once a week 
and I do it every day 


This lever is now set to turn 
lights on at 7 p.m. 


This lever is now set to turn 


lights off at 11 p.m. 


This lever may be used to turn 
lights on or off by hand without 7 
disturbing the arms,on the dial. 


The indicator shows whether 
the lights are on or off. 


So! 

With a Tork Clock you have every facility for trim- 
ming windows whenever you please. You can turn the 
lights om or off as you wish. You know whether they 
are on or off even if the Tork Clock is located at a 
distance from the window. You do not need to readjust 
the dial or reset the clock. 


‘se 


Tork Clocks are butit for the Tork Com- 
pany by the Ansonia Clock Company, 
makers of fine clocks for more than half 
a century. Tork Service insures long life 
and good performance at reasonable cost. 


Your trimmed windows will be lighted regu/ar/y. This 
is mighty important. Tork Clocks are built so that 
they will give useful service for many years-and we 
maintain a standardized renewal service which makes 
it easy to maintain a Tork Clock in good condition 
indefinitely. 


Complete illustrated bulletin will be sent on request, 


TORK COMPANY 


8 West 4oth Street, New York 
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IS is only one of a number of 
pieces of literature which we is- 
sue. Our big purpose is to help the 
displayman put across his message. 
Act now! This coupon or a postcard 
to us will bring this book to your 
hands by return mail without any ob- 
ligation on your part. 


CURTIS LIGHTING, Inc. | 


A Grouping of ; 
\. National X-Ray Reflector Co. X-Ray Reflector Co. 
X\ of New York, Inc. Luminaire Studios, Inc. 


XN 1136 West Jackson Boulevard 
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Are you ma&gter of your profession? 








Here Is a Book That Reveals All the Secrets of Expert Draping 


THE ART OF DRAPING, by Jerome 
A. Koerber, is a complete, modern and 
practical text and reference book on 
the subject of mercantile and display 
draping. It covers the subject thor- 
oughly, comprehensively and authorita- 
tively, and is profusely illustrated with 
diagrams, pen drawings and photo- 
graphs. 

The contents of this book is a revela- 
tion as it comprises the experience of a 
life spent in the execution of draping 
art by the country’s foremost draping 
authority. 

The merits of the book is further 
proven by the fact that it is today con- 
sidered the standard text on its subject 
and has a wide sale among displaymen 


and students of display throughout the country. 
To become a master of the display profession it is es- 
sential that one have a complete knowledge of all the 
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Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 
OF DRAPING. 


Ship postpaid to following address: 
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Publishing Company 
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fundamentals of that art, and whether 
student or experienced displayman this 
book should be in your possession for 
study. and reference purposes. 


The followng subjects are covered: 


The fundamentals of draping; fixtures 
—what they are and their importance; 
how records are kept in display depart- 
ment; efficiency in decorator’s room; 
general knowledge of merchandise; the 
structure of drapery; ornamentation of 
drapery; importance of color and color 
harmony; a chart of colors and com- 
binations; combining colors by use of 
color chart;. some pertinent advice— 
errors to be avoided; draping examples 
illustrated and described. 


Get a copy of this book today—you will find that it 
more than worth the price—only $3.00 per copy 





SPECIAL OFFER 
A copy of this new book, THE 
ART OF DRAPING, together with 
a year’s subscription to The DIS- 
PLAY WORLD at a cash saving 
of $1.00—Both for $4.00. If you are 
already a subscriber your subscrip- 
tion will be extended. 
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Window Display Sells 


MANUFACTURER of a nationally known 
eso tooth paste recently remarked that when he in- 
eh serted an advertisement in a newspaper or a 
magazine he was contributing to the public’s demand 
for tooth paste, in general, but not necessarily advancing 
the sales of his own particular brand. But, he said, 
when a window display of his own tooth paste was 
installed, he was getting 100 per cent. returns, for it 
was creating a direct demand for his particular brand. 

That statement is worthy of thought. It is very true 
that window display focuses attention at the point of 
sale, and no matter what the newspaper or magazine 
advertising campaigns have done to create interest in 
tooth paste, the-consumer gets the desire to purchase, 
and enters the store, only after seeing the window dis- 
play. The advertising has done much to create the 
desire, but it may not have crystalized his mind on the 
particular brand he desires to buy. 

This and many other instances prove, as the months 
pass by, that window display has been recognized as 
an advertising medium to such an extent that in future 
advertising appropriations it will be an integral part of 
any campaign, whether it be considered from the angle 
of the manufacturer, or national advertiser, or from the 
standpoint of the retail merchant. His budget for each 
year will contain a certain amount for window display, 
because he recognizes this as a most important part of 
his advertising. 

Manufacturers of window display fixtures and 
equipment will ere long feel the result of this constant 
advance of window display as an advertising medium. 
It is opening up new fields of business for them. Na- 
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the Product It Shows 


tional advertisers are finding much of the old-time ma- 
terial is not suited to present-day methods, and many 
of them are now producing elaborate displays in which 
the more modern window equipment and fixtures are 
used. Displaymen have found a field opening up for 
them in the creation of display departments by national 
advertisers, wholesalers and jobbers. Wholesale firms 
are utilizing their own windows for unusual displays. 
Altogether, it proves that window display advertising, 
as a recognized medium, will eventually attain the same 
heights to which other forms of advertising have 
ascended. 

Apparently each month finds new ideas, new meth- 
ods, new efforts in the field of window display in gen- 
eral, and it is gratifying to The DISPLAY WORLD 
to see the progress accentuating its predictions and 
fondest hopes, in guiding the display field to greater 
achievements. Just as the manufacturer of tooth paste 
has opined, a window display will sell his own particu- 
lar brand, and is the culmination of all the advertising 
he may have done in creating demand and good will, at 
the very point of sale. And just as this applies to tooth 
paste, it applies to dry goods, to wet goods, to eatables, 
or to hardware. 

With the advance of the medium, activity has been 
aroused in every mercantile line. This issue of The 
DISPLAY WORLD contains much information on 
confectionery, beverage and cigar displays. It is wor- 
thy of careful study, for it proves by a mere glimpse 
at some of the attractive displays of these products 
reproduced, how far window display has advanced over 
the efforts of only a few years ago. 
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A Special Combination Top Displayer 






A Top Displayer, for assistance in making drapes and showing corsets, hosiery, 
gloves, ribbons, handkerchiefs, lingerie, etc., attractively in the display windows. 





No. 2287 







Showing how the top can be of assistance in ar- 
ranging ladies’ lingerie for neat presentation in 


the windows. 


Hugh Lyons & Company 
; Lansing, Michigan 


SALES OFFICES 
New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 


The displayer measures 14 inches long 
across the top and is 22 inches long at the 
bottom’ and is 11% inches wide; that is, 
from bottom edge to top carving. It has 
three openings to assist in the arrangment 
of materials for attractive display. 


Equipped with three-way coupling so it can 
be placed at any angle desired. The value 
of the board is to be found in the fact that 
it will assist you greatly in carrying out 
the various ideas you may have for group- 
ing and draping of merchandise that can be 
allied together to produce interesting units. 


Fully described in our Display Book 
“The Merchants Guide”—Ask us for a copy 


Shows how the top can be used as a drapery top in connec- 
tion with the 60-inch standard, thus displaying silks, bro- 


cades, etc. 


In this position it is also useful for showing 


and producing a good draping effect for wall paper, cre- 


tonnes and other material. 
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Five Million Dollars From $500 and 
25 Per Cent Due to Windows 


Official of one of country’s largest department stores reveals 
tremendous business built up on use of proper displays 
and urges merchants to give subject attention 


By SIGMUND BAER 


Secretary-Treasurer, Stix, Baer & Fuller Dry Goods Co., St. Lowis, Mo,. in an 
Interview with Ames A. Castle, Special Correspondent, The Display World 


RS | UST what is the window worth? Sigmund 
(Gee Baer, secretary-treasurer of the Stix, Baer & 
S&S Fuller Dry Goods Company, one of St. Louis’ 
largest department stores, who in 1881, a nineteen-year- 
old immigrant from Germany, laid, with the assistance 
of his brother, the foundation of today’s gigantic busi- 
ness, believes that one- . 
fourth of the business 
attracted to his firm 
may be directly traced 
to the display win- 
dows of the establish- 
ment. 


At the time the Baer 
brothers entered their 
first business venture 
at Fort Smith, Ark., 
they had between them 
less than $500. Today 
the firm of Stix, Baer 
& Fuller, a private 5 
owned business, is 
capitalized at $5,000,- 
000, and Mr. Baer 
credits the source of 
one-fourth of this 
amount to the store’s 
windows! The bal- 
ance is attributed to 
good will and news- 
paper advertising. 






St. Louis has a pop- 
ulation of approxi- 
imately 800.000. It has 
four newspapers, two 
with a circulation al- 
most equal to the pop- 
ulation including out- 
of -town subscribers. 
The Stix-Baer- & Ful- 
ler store advertises in 
each of these publications, advertises heavily. 

“Tf our store were located in a smaller city,” said 
Mr. Baer in explaining the value which he placed upon 
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SIGMUND Baer, 
Secretary-Treasurer, Stix, Baer & Fuller Dry Goods Co. 


window space, “I would consider the windows equal, in 
comparison, to the value of a full-page of advertising in 
the local newspapers, because the store’s window value 
would decrease according to the population of the city 

and the drawing power of the vicinity. 
“Many merchants, however—in fact the majority of 
small-town retailers— 


do not know what 
their show windows 


are really worth in 
dollars and cents. 
They will find that a 
good display attracts a 
heavy trade for a few 
days ; and they will be 
discouraged when an- 
other showing of mer- 
chandise fails to com- 
mand an even percep- 
tible response from 
the buying public. The 
answer is much the 
same as that of news- 
paper advertising; a 
good display, carrying 
an appeal to the man 
or woman who may 
be in the market for 
that particular mer- 
chandise, will draw 
the trade ; a haphazard 
showing of anything 
which comes handy 
will be received indif- 
ferently. A haphazard 
plan of newspaper ad- 
vertising will produce 
the same results; and 
a well-directed news- 
paper campaign will 
attract customers and 
hold attention. 

“Of those who most need the importance o . window 
displays impressed upon them, the buyers of large de- 


partment stores stand, perhaps, at the top of the list. 
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I have found that a buyer, after completing a particu- 
larly good deal, expects the merchandise to sell itself 
because of price attraction. He does not consider that 
to effect a quick turnover the public must be apprised 
of the presence of such values, and that one of the two 
chief means of disseminating such information is the 
windows. 

“Our buyers will prepare a sale for a certain depart- 
ment, arrange to have the merchandise well advertised 
in the newspapers, and forget the windows until our 
display manager figuratively goes after them with a 
club. Time after time I have lectured on this point, and 
eventually I hope to fully impress our buyers with the 
actual value of the window. 

“Merchants in this country should take a page from 
the merchandising book of European retailers. In the 
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H. H. Tarrascu, 
Display. Manager, Stix, Baer & Fuller D. G. Co. 


city of Paris the display window is the chief means of 
attracting trade. In French newspapers one finds few 
store advertisements ; the merchants show their goods 
to the street crowds. 

“In any European city the visitor who is interested 
in the art of window display, and also in the display 
from the commercial angle, will be impressed with the 
advanced methods employed by the stores and also with 
the apparently high value which they place upon such 
trade-attracting facilities. Hundreds of stores in Ger- 
many and France carry one-half of their entire stock 
of merchandise in the windows, selling from the window 
as well as from the counter. 

“Compare these energetic merchants with the ave- 
rage small town dealer of this country. The windows 
of the latter establishment will often carry the same 
displays for weeks, being changed in many instances 
only with the changing of the seasons or when the 
merchandise on display becomes obsolete. 

“Tn 1879 I came to this country with my brother. 






We were from the district of Baden, Germany, and I 
was seventeen years old. Two years later we entered 
business at Fort Smith, Arkansas, with a capital of less 
than $500. At that time, and for several years later, I 
served in almost every capacity from that of window 
decorator to porter. We worked from seven o’clock 
in the morning until ten o’clock at night, rearranging 
our windows during the last hour or two of the evening. 

“At that time very few merchants were using their 
windows for anything in particular except as a place to 
throw an armful of merchandise now and then; and 
many of the windows looked as though the merchandise 
displayed was a lot of discontinued and damaged goods 
which had been thrown into the most convenient spot 
before being consigned to the ash can. 


“We took real pride in our windows, and we utilized 
them to the utmost, partly because we did not have 
enough money to advertise extensively. Later, when 
our profits began to substantially increase, we began to 
supplement our displays with newspaper advertising ; 
but we have never supplemented our newspaper adver- 
tising with window displays. 

“To me, the newspaper advertisement is a medium 
by which potential buyers can be influenced to the ex- 
tent of attracting them to the windows of the store. 
Of course, many patrons do not stop to see the windows 
when they are ‘in a rush to buy at some particular sale, 
but if the windows are not kept original and attractive 
the store’s newspaper advertising soon loses its effect- 
iveness. If our newspaper advertising will attract the 
street crowds to our windows, we expect the windows to 
attract patrons into the store. 

“Would you consider inserting the same newspaper 
advertisement of a store for two or three weeks? Yet 
some merchants allow one display to remain in their 
windows for that length of time. And then they won- 
der why the display fails to attract trade! 


“The window settings of our store are changed 
twice each week, sometimes more frequently. We 
would no more consider allowing a display to become 
stale than we would consider allowing our advertising 
to run a week without change of copy, because to us 
the display means 25 per cent. of the value of our entire 
advertising facilities. 

“In some instances windows do not attract the maxi- 
mum amount of trade because they are trimmed with 
the wrong kind of merchandise. In the department or 
dry goods—for that matter, I suppose, in any store— 
one will find certain lines which do not look good in 
the windows, and others which should be shown only 
during certain short seasons. The merchant who allows 
a manufacturer to ‘sell’ him into showing such merchan- 
dise is giving the manufacturer a sum equal to approxi- 
mately 25 per cent. of the amount of business which his 
store transacts during the time the ‘dead’ display is in 
the windows. 

“There are three simple rules which should be fol- 
lowed in capitalizing window displays: Select timely 
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Two of the Remarkable Window Displays which Mr. Baer, of the Stix, Baer & Fuller Dry Goods Co., of St. Louis, 
credits as being responsible for one-fourth of the store’s business. Installed by H. H. Tarrasch, Display Manager. 


merchandise in which the greatest number of potential neatly and attractively ; and, change the displays with 
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buyers will be interested; present this merchandise such frequency that they will not become ‘stale. 





8 THE DISPLAY WORLD 


Interior Lighting Innovation Beneficial 


Retail merchants find new indirect methods lend freshness to 
display spaces throughout stores 


By W. W. AYRE Hae. 
The Society for Electrical Development, Inc., New York City 


>) HE purveyors of ‘fashion are ever on the alert 
for new and seasonable merchandise with 
which to beguile the fancy of the consuming 
public. Buyers are sent to the fashionable centers of 
the world in order to note the latest modes and to bring 
back to American women the cream of what is consid- 
ered chic in foreign lands. Styles follow styles in quick 
succession, and the shopper is constantly intrigued by 
new and attractive wearing apparel. 





The average layman might think that this unremit- 
ting search for new and novel styles is merely the desire 
of the merchant to outdo his competitors. Others might 
imagine that the manufacturer is entirely responsible 
for the ever-shifting display of fashionable merchandise. 
This reasoning is not entirely correct. 

Merchants have known for a long time that the pub- 
lic is as insatiate in its demands for “something new” 
as the merchant is apparently to find means of satisfy- 
ing it. In order to maintain a high degree of popularity 
and a satisfactory turnover, it is necessary that he keep 





Mezzanine Floor, The Hub Clothing Store, Chicago. 
Lighting by Pedestals Permits a Clear Overhead View. 


not only abreast of the latest styles, but that his store 
indicate the trend of fashion several months in advance. 

In contrast to the merchandising methods employed 
by practically every up-to-date retailer are the typical 
standard display rooms found in stores in all sections 
of the country. This space, with its perpetual overhead 
lighting equipment, offers no variation, no novelty, to 
the shopper. In many ways its lighting system is a sur- 
vival of past methods going back to the days when open 





A Shoe Store Needs Good Quality of Light Without 
Glare. A Combination of Pedestal and Cove Lighting 
Accomplishes This in Ward’s Shoe Store, Philadelphia. 


flame lamps of necessity had to be hung away from 
walls and ceilings. In many cases, also, the necessity 
for well diffused light on every surface indicated the 
shortcomings of the overhead fixture. 


All this resulted in a number of experiments in light- 
ing, with the consequent creation of totally indirect or 
combination indirect and direct forms of lighting sys- 
tems. These systems have taken the form of illumina- 
tion derived entirely from artistic wall urns, wall boxes 
(fashioned in the form of flower boxes), etc., or highly 
artistic standing lamps of the portable type. Such novel, 
indirect lighting units act as “housing” for high power 
lamps and scientifically designed reflectors, effectively 
hiding the light sources from view. 


In order to satisfy the desire for dignity, refinement 
and quality, and at the same time lend an atmosphere 
of genuine hospitality, the Arnold Constable store in 
New York City installed a system consisting of art 
lamps concealed along the top of the show cases. The 
illumination afforded is high enough in intensity for 
every requirement, and yet every light source is hidden 
from view. 

The Hub Clothing Store in Chicago installed a sys- 
tem of indirect lighting mounted on pedestals on its 
mezzanine floor, because the low-beamed ceiling could 
not readily accommodate suspended fixtures. This 
newer system is extremely efficient, and due to its being 
inconspicuous does not detract from the appearance of 
the restricted space. 

The absence of ceiling fixtures in the Ward Shoe 
Store, of Philadelphia, has been made possible by the 
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Definite Atmosphere in Arnold-Constable’s, New York City, Created by Lighting from Concealed Sources. 


use of indirect lighting units mounted on pedestals in 
combination with cove lighting placed along the tops of 
the wall shelves. Spaciousness has resulted by the 
elimination of the overhead lighting fixtures, with no 
sacrifice of efficiency. 

That such innovations in lighting have proved 
profitable to those adopting them is indicated by the 
type of stores which are taking it up. One thing is 
certain, that the lighting of a display room is the only 
mobile part of the decorative feature. The stationary 
merchandise fixtures, such as display shelves, cases and 
counters, are permanent and fixed, and it is to the 


lighting scheme that the merchant must turn in order to 
brighten his display rooms. 

Special situations require special treatment, but it 
is an easy matter for merchants to secure satisfactory 
and appropriate lighting in new forms if they will but 
consult competent illumination engineers. 

One thing is certain, and that is, the lighting scheme 
of a display room which is modernized, making possible 
a high standard of lighting efficiency and at the same 
time being markedly different from that found in most 
stores, is sure to add a great deal to the pulling power 


. of a retail establishment. — 
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Novelty Patch Posters Attract 


Distinguish window displays cf prominent New 
York store as new feature © 


OVELTY patch posters are distinguishing the attractive 
window displays of- Franklin Simon’s, in New York, this 


season. 


Sportswear especially lends itself to treatment of this kind, 
and one finds knitted attire given a place in almost every show- 
ing. The unusual window shown here features knitted bouclette 
in the new rainbow hues—a distinctive knitted fabric given 
a prominent place in a fitting display. 


The clever collar handling on these fabrics is a feature unto 
itself, while the poster girl shows off to decided advantage the 
admirable qualities of the bouclette itself—its possibilities for 
graceful youthful lines and its adaptability to the figure of 
the wearer. 


Subtle suggestions for the costume are the matching cape 


and the long, supple scarf, either of which provides just the 
accessory for a harmonizing ensemble. 











Patch Poster in Display, Franklin, Simon & Co. 
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Window Display Advertising Tie-up 


Philadelphia newspaper gives its advertisers use of its windows 
and some attractive sales-getting displays result 


By ELLEN S. PATTEN 
National Advertising Dept., The Philadelphia Inquirer 


Z>) HAT window displays, properly located, are an 
important adjunct to newspaper advertising, 
| @> | cannot be denied. The Philadelphia Inquirer, a 
leading morning paper of Pennsylvania, has long recog- 
nized the advantage which a well-placed window offers 
to its advertisers—and for that reason has placed at 
their disposal its two large windows in the front of the 
building. 

When you consider that these windows are imme- 
diately adjacent to one of our two largest railroad 
terminals; that there is a subway entrance almost in 
front of our entrance; that the windows are opposite 
one of our busiest department stores, and in the very 
center of the shopping district—the value of them as 
a tie-up with our advertising can be better appreciated. 
Those of our advertisers who have once used a window 
are eager to enjoy the privilege again, and it is fre- 
quently sought by the manufacturer’s local representa- 
tive long before the new schedule actually comes thru. 





While the situation of the window itself is a very 
vital factor, there also rests a heavy responsibility upon 
the advertiser himself. In just the degree to which he 
exhibits interest in his display and the care and thought- 
fulness which he puts into it, will he reap the benefit. A 
striking window will hold the attention of the passerby 
—a moving exhibit will draw them as will nothing else. 
An appeal to their sense of humor, or a little bit of the 
human touch, will create much comment. The writer 


has in mind a recent display of shaving cream in the. 


smaller window. Very simple—merely a life-size card- 
board figure of a small boy shaving himself while sit- 
ting on a log. Yet he might have been your own boy, 
away on a camping trip, and so life-like was the grin 
on his face that it continually held a group of men and 
boys (and sometimes a woman) who would go away 
whimsically smiling to themselves. 


At present, another advertiser is using a small elec- 
tric advertising slide machine in the window, showing 
a moving picture story to the passing public. The 
pictures drop forward in rotation, showing a series of 
pretty homes, their floor plans, and giving bits of de- 
scriptive matter. The floor space is used to display 


small models of houses and advertising booklets. It has 
held a continuous group of watchers, day and evening, 
ever since it was installed. Other advertisers have util- 
ized their colored posters, giving to the display life-size 
pictures which are startlingly human as they look out 
at the watchers. 

One factor which is frequently overlooked is the 


color scheme. Certain colors do not photograph well 
together, and unless thought is exercised an otherwise 
good-looking window will take a miserable picture, thus 
disappointing the home office and discounting the pains- 
taking effort of the decorator who has really had a 
display which was striking to the eye but which failed 
to “get across” in the photograph simply because of 
color combination. : 

Last year the Inquirer was asked to co-operate with 
the National Canners’ Association, lending them the 
use of its window during the week set aside for their 
national publicity campaign. The illustration gives an 
excellent idea of the way in which the brokers and 
manufacturers co-operated. The local committee called 
upon the wholesale grocers and jobbers, asking them 
to donate such material as they could. The decorating 
was done by some of the manufacturers’ representa- 
tives, and the Inquirer furnished the decorations. After 
the display was over, the committee allowed us to dis- 
tribute the cans among our employees. 


In order to give our advertisers an equal oppor- 
tunity to share in the publicity, we notified each one 
who put out a canned product, and all who wished were 
allowed to display also. We have again offered to help 
this year, as we believe it is advantageous both to 
housewife and dealer and manufacturer. 


The Inquirer offers its advertisers another privilege 
of display—one which places it in a class by itself. We 
maintain a space in the large salesroom of the Girard 
Grocery Company, a retail grocers’ association with 
over 1,500 members. This space is given to an adver- 
tiser for a period of two weeks. Simultaneously, we 
run a special news paragraph about the product on the 
weekly price-list of the association which is mailed to 
all its members. 

During the exhibit the advertiser is privileged (and 
urged) to have a representative there, to meet the mem- 
bers who are coming in and out to order their groceries 
every day, and particularly on Monday nights, when 
they have their regular meetings, at which a series of 
prizes are given by the Inquirer to stimulate interest in 
its advertised products. Over the space you will notice 
our sign, a constant reminder to grocer, broker and 
visiting manufacturer that our paper stands ready to 
assist them in every way that a newspaper properly can. 

Of course, this display reaches a special group, 
while our windows are seen by everyone. For that 
reason they are always booked many weeks ahead, and 
when an advertiser has once had a realization of just 
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Display in. the Window of Philadelphia Inquirer for Canned Goods Week. 


what can be gained through a well-thought-out display, 


we find his name on our emergency list—a group of 
those who will, at a single moment’s notice, gladly “fill 


in” where a less experienced advertiser who has not 
realized the value of the window, has either forgotten 
it or indifferently let it go unoccupied. 


0000 


French Mannikins a Sensation in Display 


EPRODUCING a scene from the Palais Royal in Paris, 

the C. F. Hovey Company, Boston, obtained an un- 

usually striking effect for a recent window display of French 

laces. The use of imported French mannikins and scenery 

was the feature that provided the intense interest in the 
display. 

The scene was framed by curtains of gold tinsel cloth, 
hanging far in from the sides of the window. The grand 
staircase, pairs of columns, arches, balustrades, and all the 
features of the Palais Royal were faithfully depicted. The 
scene was executed on a scale to suit the figures used for 
displaying the laces. These figures were made of wax, about 
thirty inches tall. The garments in which they were draped 
showed a wide variety of French laces used with silks of 
many colors, as there was a small army of the little figures, 
all dressed differently. 

All the figures were standing. Many of them carried small 
fans, and the ball room atmosphere was insisted upon consist- 
ently in the matter of garments, coiffures and surroundings. 
Concerning the display, F. B. Waldo, clever display manager 
for the C. F. Hovey Company, who was responsible for the 
unusual effort, says: 


“The wax mannikins and scenery were made in Paris. The 
laces that adorn the twenty-one figures are carried in stock in 
our lace department. We tied up the window with this idea, 
consequently bringing a large lace business to our store. The 
window was a SENSATION (the only word to use), and 
caused great congestion on the sidewalks and in the street.” 
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Sensational Lace Display by F. B. Waldo. 
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HUGH LYONS CO., OPENS NEW ADDITION 
More than 400 employees and their guests were enter- 
tained at the opening of a new addition to the factory of 
the Hugh Lyons Company, Lansing, Michigan, recently. 


The new structure makes the Lyons plant the largest store 
fixture factory structure in the United States. The com- 
pany within the last year has obtained considerable export 
business, the Mexican field having yielded a number ct 
large fixture contracts. 
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Attractive Beverage apes i ay 





Dealer helps can be used effectively—One drug store incréasés | 


fountain sales 100 per cent. by windows 


N the subject of beverage displays, which. is 
timely with the opening of this season in May, 
it is a well established fact that the display 
manager can add effectiveness to his windows if* he 
employs the dealer-helps of some of the manufacturers 
of nationally advertised beverages. Some of these are 
exceptional, and each year sees an advance in the high 
standard of the displays produced. 

Among the foremost manufacturers in this line will 
be found the Coca-Cola Company. It is interesting ‘to 
know “the attitude of this firm on window displays. 
R. C. Treseder, vice-president, in charge of advertising 
for The Coca-Cola Company, Atlanta, Ga., in discussing 
this for The DISPLAY WORLD, says: 

“Coca-Cola Company, in purchasing window display 





material and other dealer-helps, divide their material . 


into two classes—material which will be suitable for 
Spring and Summer, and material which is suitable for 
Fall and Winter. We confine the distribution of all 
our dealer helps advertising to our salesmen. We do 
not ship any of it to the jobber and very little to the 
dealer direct. Our salesmen are supplied this material 
at different points in their territory, and upon calling 
on the trade, put ‘in window displays, fountain decora- 





tions, etc. 


Pames { 





24 


“It was about thirty-five years ‘ago, in a little sign 
shop in Atlanta, that the first advertising campaign of 
The Coca-Cola Company was prepared. The advertis- 
ing material was dealer-helps. It consisted of a few 
hand-painted cloth, metal and paper signs that were put 
on soda fountains, also in windows and tacked on walls 
of stores where Coca-Cola was sold. This was a very 
modest beginning; nevertheless, it was the beginning 
which played an important part in the developing of a 
business which runs into millions of dollars every year. 
It is always the aim of the Coca-Cola Company to 
secure the highest class material obtainable in the way 
of designs. The material must appeal to the dealer 
before he will consent to have it put up, and the more 
attractive the material the more prominently will it be 
displayed. 

“Large advertisers of today are spending millions 
of dollars on dealer-helps advertising. There is prob- 
ably no other medium of advertising in which there is 
such a waste. This is partly due to the negligence of 
the manufacturer himself as to proper distribution, alsa 
to the indifference of the dealer as to its value. A 
beautiful cut-out, probably created by a great artist, is 
not an advertisement to be stored away in the basement 
of a store. But if placed in a window or on a counter, 


“a be 
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Upper Left, Banana Special Display by Owl Drug Co., Los Angeles, Calif.; Upper Right, Sunkist Fruit Display by 
Boston Fruit Store, Northampton, Mass.; Lower Left, Coca-Cola Display by F T. Necker for Sisler Drug Co., New 


York City; Lower Right, Cocoanut- -Pineapple Ice Display for Owl Drug Co., Los Angeles, Calif. 
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that people may see it as they go by or come in, then 
you have an advertisement. 

“Dealer-helps have no value from a physical stand- 
point. The beautiful color work of the lithographer 
and a good selling appeal mean nothing to dealer-helps 
unless they are on display. The modest inartistic signs 
of thirty-five years ago, which were the first advertising 
campaign of the Coca-Cola Company, played their part, 
not because they were beautiful but because they were 
on the job.” 

Just what effectiveness can be obtained by utilizing 
these dealer helps in making artistic and attractive win- 
dows that have tremendous sales and advertising power 
is shown by one of the illustrations accompanying this 
article, a window display installed by F. T. Necker, of 
the New York service section of the Coca-Cola Com- 
pany, in a window of the Sisler Drug Co., 1045 Broad- 
way. By following the general idea, artistic displays 
of Coca-Cola advertising may be obtained almost any- 
where. 

The display of Sunkist Oranges and Lemons shows 
the utilization of the actual product in an artistic man- 
ner. The display is carried to the very top of the 
window in such a manner that it creates an almost 
immediate desire for a fruit drink, or a quantity of 
lemons and oranges. This display illustrated was in- 


~ Angeles. 


stalled in the Boston Fruit Store, at Northampton, 
Mass. 

The “Banana Special” window illustrated was in- 
stalled in the Owl Drug Company’s stores at Los 
According to F. M. Head, merchandising 
manager for the Owl Drug firm, this window sold as 
high as 300 Banana Specials in a day. The utilization 
the actual product with the background, suggestive of 
the soda fountain, and the linking up with the popular 
song, “Yes, We Have No Bananas,” was sufficient to 
put over a compelling, beverage selling display. This 
same idea could be utilized almost anywhere. 

The fourth illustration smacks of coolness. The 
background is suggestive of the tropics, but to the 
heated individual brings a breath of an oasis. The 
palm trees were suggestive of pineapples, and the entire 
window was devoted to a display for Cocoanut Pine- 
apple Ice that increased fountain sales and candy sales 
almost four-fold. This, too, was one of the clever 
windows of the Owl Drug Company at Los Angeles. 

Beverage or confectionery displays can be easily 
made artistic and appealing. All that is required of the 
displayman is some sense of artistic ability and a good 
measure of ingenuity. But, from the words of Mr. 
Treseder and Mr. Head, it is very plain that beverage 
window displays do pay. 
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One Figure Used in Each Window Display 


ESIGNERS at Meier & Frank’s, Portland, Oregon, headed 

by M. J. B. Tennant, are recipients of the season’s hearti- 

est greetings as a result of their 1924 spring announcement 

displays. Practically every first-floor window of the store has 
been decorated by Tennant and his army of decorators. 

Through simplicity they have excelled all showings in past 

years and struck a new note in artistry in this city, well known 





One of Mr. Tennant’s Artistic Displays. 


for its beautiful and elaborate displays. Each of the Fifth 
Street windows, on which special care has been lavished, boasts 
but one figure. Pastel-shaded drapes cling to some of the 
most graceful forms ever exhibited here. Richly beaded and 
embroidered gowns cover others. 





Display Using But One Figure by Mr. Tennant: 


In every winow exquisite backgrounds complete the settings. 
On tiny cards of black, engraved with violets, spring is an- 
nounced. They are extremely néat and attractive, but the 
cards are not necessary. Light, airy garments, white and tan 
gloves, veils, hats and corsages bespeak spring, much as the 
blue skies, the sun and the daffodils. 





GOES TO BETTER POSITION IN INDIANA 
Earl P. Kleppinger, who has been display manager for 
Low’s Clothing Store, La Porte, Indiana, for some time 
past, has resigned to accept a larger and better position 
with the Star Store, of Indianapolis. 
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Los Angeles Displaymen Organize 


New association has remarkably successful start—First officers 


are elected and affiliation with I. A. D. M. planned 


EALIZING that in a city where window displays 
| have already reached so high a standard of per- 
fection as in Los Angeles, that displaymen should 
be organized to further advance the standards 
and prestige of the profession, the displaymen of Los 
Angeles have organized a local club to be affiliated with 
the International Association of Display Men. 

A temporary committee consisting of Paul F. Lupo, af 
Barker Bros., Harvey Petit, Robinson Bros.; Mr. John E. 
Cooke, Coulter’s Dry Goods; Russell J. Moots. Ville De 
Paris; and Dave E. Anderson, of Bert A. Landers Co., 
started the ball to rolling by arranging for a banquet at the 
Elite oh the evening of April twenty-first. The meeting was 
a most enjoyable one although the entertainment arranged 
was not elaborate, or of great length, as the feeling was that 
more serious and important business was to be considered. 

The honor guest of the evening was J. M. Walters, who, 
though now retired from active work in the display profes- 
sion, was for thirty years successful and well-known direc- 
tor of displays for the J. W. Robinson Co., of Los Angeles. 

H .C. Petit, with a short address, outlined the general 
aims and tentative plans for the club, and selected Mr. 
Lupo as temporary chairman and R. J. Moots as secretary 
and treasurer. Following Mr. Petit’s address a number of 
the leading displaymen gave frank, unlimited and inspiring 
talks on the merits and advantages of an organization, each 
one advancing some excellent suggestions for the activities 
of the new club. , Carl Ahlroth. of Hamberger’s Depart- 
ment Store, gave interesting sidelights on the accomplish- 
ments of the clubs in some of the eastern cities. 

Harry Heim, of Marston’s, of San Diego, Calif., gave the 
boys a real heart-to-heart talk and greatly increased the 
feeling of co-operation and fraternity. Results of the eléec- 
tion which followed showed Harvey Petit, of J. W. Robin- 
son Co., as president; Carl Ahlroth, of Hamberger’s, vice- 
president; R. G. Hamer, of Desmond’s, secretary; K. O 





Lee, of Mullen & Bluet, as treasurer. P. F. Lupo, of Bar- 
ker Bros.; H. W. Menard, of the Broadway Department 
Store, and L. A. Cusanovich, of Bullock’s, were selected as 
trustees. 

Various committees were appointed by the presiden:. 
R. J. Moots, Ville de Paris; H. W. Burke, of Hamberger’s, 
and W. J. Green, of Parmelee-Dohrman Co., form the mem- 
bership committee; while John E. Cooke, of Coulter’s, is 
chairman of the entertainment committee, with Harold 
Nickles, of N. B. Blackstone Co.; F.C. Orman, of Wetherby 
Kayser Co., and F. H. Elsaesser, of Buffin’s, Long Beach, 
Calif., as other members. On the program committee are 
P. F, Lupo, chairman; H. O. Whitman, of J. W. Robinson 
Co.; H. E. Holden, of Barker Bros., and L. J. Parchia, of 
Bullock’s. H. W. Menard was appointed chairman of the 
publicity committee. 

It was decided that those men engaged in the manufac- 
ture of window display equipment should be associate 
members of the organization in accordance with the by-laws 
of the International Association of Display Men. Enthusi- 
siasm ran high during the entire evening, and before the 
close of the meeting forty had signed the membership cards 
and paid the annual dues for 1924. It is certain that the 
membership will be doubled before the next meeting with 
only the slightest effort of the membership committee. 

A “Better Display” Bureau and the creation of a Good 
Samaritan fund and plans for furthering of display activi- 
ties on the Pacific coast are only a few of the things which 
will receive attention at the next meeting. 

The following names are on the register: H. C. Petit, 
J. W. Robinson Co.; Paul Lupo, Barker Bros.; Harold 
Nickel, N. B. Blackstone Co.; Harold Holden, Barker Bros.; 
Paul C. Smith, N. B. Blackstone Co.; H. O. Whitman, J. W. 
Robinson Co.; H. W. Menard, Broadway Department Store; 


L A. Cusanovich and L. J. Porchia, Bullock’s; H. W. Burke. 


and C. W. Ahlroth, Hamberger’s; John E. Cooke, Coulter’s 





Officers of Los Angeles Display Men’s Club—Left, H. C. Petit, of J. W. Robinson Co., President; Center, K. O. 


Lee, of Mullin & Bluett Clothing Co., Treasurer; Right, R. G. Hamer, of Desmond’s Clothing Store, Secretary. 
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Trustees of Los Angeles Display Men’s Club—Left, L. A. Cusanovich. of Bullcck’s; Center, Paul Francisco Lupo, 
of Barker Bros.; Right, H. W. Menard, of Broadway Department Store. 


Dry Goods Store; C. D. Evins and R. H. Me Kee, Citrin’s ; 
Ralph C. Hamer and W. J. Seeman, Desmond’s; Scott L. 





Carl Ahlroth, of Hamberger’s, Vice-President 
of New Club. 


Crail and Kent O. Lee, Mullen & Bluett; G. E. Janes and 
G. W. Burton, Walk Over Shoe Co.; H. A. Jensen and Wm. 
J. Green, Parmelee-Dohrman Co.; T. P. Bonham, Broadway 
Department Store; H. Z. Carpenter, Bon Marche; F. L. 
Baker and C. E. Tingey, Eastern Outfitting Co.; H. Dave 
Chernis and Emert D. Foss, Harris & Frank Clothing Co.; 
W. H. Cooke, Coulter’s Dry Goods; D. B. Starkman and 
C. F. Bone, New York ‘Store; Devere Wilton, F. C. Nash 
Co., Pasadena, Cal.; Nelson Derlin, Wetherby-Kayser Co.; 
John M. Mahon, F. C. Nash Co., Pasadena, Cal.; John 
Wesley Gross, Paris Store; C. O. Waymire, L. C.. Fullmer 
and Frederick J. Elsaesser, Buffin’s Dept. Store, Long 
Beach, Cal.; F. C. Orman, Wetherby-Kayser Co.; G. W. 
McFarland, Borson’s; W. A. Matres, The Paris Store; 
Malcom F. Sabiston and W. B. Bostic, The Vogue Co.; 
W. G. Bailey, So. Cal. Music Co.; W. A. Hadden, Pendroy’s, 
Glendale, Cal.; Russell J. Moots and S. E. Trumbull, B. H. 
Dyas Co.; J. M. Walters (retired), 224 S. Benton Way; 
G. C. Horney, R. S. Sobrero and La Claire Coffing, Em- 


porium; M. S. Fullerton, Canning’s, Oxnard, Cal.; O. A. - 


Johnston, Sehmann Bros., Oxnard, Cal.; James B. Camp- 


bell, Young’s Shoe Stores; Geo. Kirkorian, Roos Bros., 
Fresno, Cal.; Chas. D. Selby, Wolfelt Shoe Co.; E. L. 
Nollac, Display Service; V. Durrell King, Wolfelt Shoe Co.; 


Harry H. Heim, Marston’s, San Diego, Cal. 
Manufacturers of display equipment: Victor Gross- 

man, Johan & Grossman Co.; Art Fontaine, Art Fontaine 

Exposition Co.; R. W. Nottke, Broadway Florist; R. W. 





Russell Moots, of B..H. Dyas Co., Chairman 
of Membership Committee. 


Little and E. J. Carew, Rodolph Little & Co.; Al Goldsmith 
and Chas. A. Landers, Coast Display Fixture Co.; Dave 
E. Anderson, Bert A. Landers, Inc.; John L. Stark and 
Ben Larsen, J. & B. Studio; P. W. Usry, L. A. Apparel 
Gazette; G. E. Twitchell and Adolph Links, L. A. Display 
Studio; R. A. Voss, W. L. Gurney and Bert A. Landers, 
Bert A. Landers, Inc.; L. E. Oates, Oates Wax Studio; 
Harry Silvers, Karl Stern Co., Claude W. Kettle, Bert A. 
Landers, Inc.; Murray Fogel, Karl Stern and Joseph Baron, 
Karl Stern Co. 
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Wide Interest in Unitorm Openings 


Spring and Easter display events in twenty cities create spirited 
competition for prizes offered by merchants 


Editor’s Note: This year’s Spring and Easter seasons 
witnessed the greatest array of window display contests 
and uniform openings, conducted by chambers of commerce 
and merchants’ associations, in all sections of the country, 
ever attempted. The results were alike in all sections: 
added sales and stimulated interest in the subject of win- 
dow displays. This has brought to the smaller city, the 
realization that its show windows are just as important, in 
sales. and advertising value, as those of the stores in the 
larger cities, and the results have created additional interest 
in the buy-at-home movement. It is with pleasure, there- 
fore, that The DISPLAY WORLD in keeping with the ad- 
vance of window display, presents the following article 
descriptive of some of these important events in eighteen 
American cities. 


By PHILIP J. BISHOP 
Secretary, Retail Merchants’ Bureau, Troy, N. Y. 







og } N carrying out their enterprise of opening the 
Sia! Spring trade season with unusual displays, 
e>| April 10, 11 and 12, the merchants of Troy 
certainly presented attractive spectacles. The windows 
were not only pleasing to the eye, but conveyed infor- 
mation which was practical and valuable, because the 
beholders could obtain ideas of prices and see hundreds 
of bargains. In all respects the enterprise, attraction 
or show must be declared one of the most successful 
events in this growing trade center. 





It is no exaggeration to say that the displays at- 
tracted thousands of people to the business thorough- 
fares of the city. This result is, of course, primary 
with the merchants, for when they succeed in getting 
the public interested to such a degree that the streets 
are crowded with people there is certain to be an in- 


crease of business in the stores. 


There is no reason why the merchants of Troy 
should permit any person in Troy or vicinity to be 
attracted to other places when he or she wishes to trade. 
The merchandise of Troy is just as diversified as that 
of a metropolitan city, and Troy merchants can buy 
as reasonably and thereby meet the keenest competition. 
People who have traded in different places do not hesi- 
tate to say that they have done and can do as well or 
even better in Troy than in any other city. This speaks 
well for the Troy merchants and confirms the belief 
that they buy and sell right and are up to date in trade 
conditions. 

About two hundred stores actively participated in 
the display contest, and of this number about fifteen 
were exclusively men’s wear stores. A very friendly 
rivalry existed throughout the three days. 


There were classes to take care of the different lines 
of merchandise, and to the store in each class chosen 
by the judges as the leader in that line, a blue ribbon 
was awarded. To the person who picked the winner, 
later chosen by the judges, and wrote the best letter 





describing the window and the goods displayed, a prize of 
a prize of $200 in gold, was given. Miss G. E. Fonda re- 
ceived this. To the person who trimmed the winning win- 
dow, a prize of $100 in gold was awarded. David Rothstein 
was the lucky displayman. Muhlfelder’s, a ladies’ ready- 
to-wear store, was awarded.the first prize with a bridal 
outfit display that was considered ona paf with those shown 
in the metropolitan store windows of the larger cities. 


Three Prizes Offered for Special Displays in 
Three Classes at Muscatine 


By C. E. FOX 


Secretary Association of Commerce, Muscatine, Iowa 

Our spring opening was arranged by offering three 
prizes: One for the “most artistic window,” one prize for 
the “most merchandise selling window,” and the third for 
the “most novel window.” These prizes consisted of red, 
white and blue silk streamers, with the subject printed 
thereon, for which the window received the prize. 

All the retail stores of the city entered into this con- 
test and a great deal of interest was manifested. The 
windows were all veiled until two o’clock of the afternoon 
of the date set for the spring opening. Many of the stores 
provided musical programs for the entertainment of their 
visitors on the inside. A twenty-piece band supplied the 
music on the streets. 

The Bon Ton Millinery store received the prize for the 
“most artistic window,” Faller’s Grocery for the “most 
merchandise selling window,” and the Detthoff Hardware 
Company, for the “most novel window.” 

The results more than pleased the merchants, and the 
sales returns were exceptionally good. 


Downpour of Rain Does Not Deter 
Interest in Raleigh Contest 


By W. H. GRAY 


Raleigh News & Observer, Raleigh, N. C. 


Although the first window display contest staged be- 
tween the members of the Merchants’ Association of 
Raleigh, North Carolina was somewhat marred by a steady 
downpour of rain which fell at the time of the unveiling 
of the especially decorated windows, the contest accom- 
plished good results in the way of increased trade, paved 
the way for more contests of'a like kind in a more lenient 
variety of weather, and undoubtedly aroused in the mer- 
chants participating a desire to go forward progressively in 
the matter of improving their window displays. 

The first contest was staged on Thursday of the week 
chosen. Windows of all the local stores were veiled at 
4:30 and decorated. The windows were unveiled at 7:30 
that night and left in their state of’ decoration through 
Saturday. 

Gilmers, Inc., won the first prize with an especially taste- 
ful display of groceries. The T. H. Briggs’ Hardware store 
won second prize with a display of farm implements. Third 
prize was won in a silver display by Jolly-Wynne Jewelry 
Company. Fourth prize was won by the Taylor Furnishing 
Co., ladies ready-to-wear house. Fifth prize was won by 
Hudson-Belk’s Chinese display featuring Mah Jongg sets. 
Judges of the contest were Miss Elizabeth Thompson, 
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Contest Winners Spring and Easter Openings—Upper Left, Display by H. H. Cowan for F. 





N. Arbaugh Co., Lan- 


sing, Mich. ; Upper Center, Display by C. L. Mackay for F owler-Henderson Co., Auburn, N. Y.; Upper Right, Dis- 

play by Walter L. Welch for F. A. Empsall & Co., Watertown, N. Y.; Lower Left, Display by Anthony Ficeto for 

Boston Silk Store, Waterbury, Conn.; Lower Center, Display by Muhlfelder’s Store, Troy, N. Y.; Lower Right, Dis- 
play by Faller’s Grocery, Muscatine, Iowm. ; 


local interior decorator, Miss Maud Wallace, county home 
decorator and R. W. Knight of Durham, North Carolina. 

“If the contest does nothing more than to arouse in the 
buyers a desire for better windows and stimulates a desire 
in the merchants to satisfy the longing of the public along 
this line the contest will have been a success, rain or no 


rain,’ commented John G. Bikle, secretary of the Mer-_ 


chants’ Association, who arranged the contest. 


Wins First Prize in Waterbury Contest 
for Fifth Consecutive Time 


By ANTHONY FICETO 
Display Manager, Boston Silk Store, Waterbury, Conn. 


More than sixty merchants entered the spring opening 
and prize window display contest in Waterbury, in con- 
junction with the annual event sponsored by the Chamber 
of Commerce. The judges of this year’s contest included 
Mr. Frink, of Steigers, Hartford, Conn.; Mr. Walker, of 
Munson’s, New Haven and Mr. McCarthy, of Bridgeport. 
These men were chosen by the local Chamber of Com- 
merce, as the best representatives of their respective cities. 

Each year, a similar event is conducted for spring and 
fall openings and these affairs always bring people from sur- 
rounding suburban towns to Waterbury to view the displays. 
Some of the best displaymen of the country are always 
chosen as judges. 

We were awarded the first prize this year, the selec- 
tion being largely based on the color scheme and drapes. 
This is the fifth consecutive time I have been awarded first 


prize for our window display, each time having received a 
silver loving cup. Last year we were awarded the grand 
prize for our efforts. We feel that this is an exceptional 
showing, yet it does not deter from the efforts of other 
merchants and displaymen of the city, all of whom strive 
to win, and who install, each time, some exceptional dis- 
plays. 

The spring showings this year were probably better 
than any of the former contests. 


Unique Plan Followed by the Fulton 
Merchants in Display Weeks 


By SELDEN C. ADAMS 
Secretary Fulton Chamber of Commerce, Fulton, N. Y. 


The Fulton merchants have semi-annual display weeks, 
usually running on Thursday, Friday and Saturday of a 
given week. The date is determined by the merchants, 
who are members of the Chamber of Commerce. They are 
called together sometime in advance and decide upon a date. 

Last fall, and again this spring, we have not given 
prizes for the best trimmed windows. The plan of giving 
prizes does not seem to be popular with the merchants. 
However, last fall, we gave prizes to the pupils of the pub- 
lic schools for essays on the best trimmed windows. This 
gave a great deal of publicity to the different merchants as 
the young folks had a wide variety of opinions. It also 
caused the windows to be discussed in the various homes, 
and this word-of-mouth publicity was very useful. The 

(Continued on Page 62) 
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Upper Left, Display by Ted Horsfield for J. K. Gill Co., Portland, Ore.; Upper Right, Display by 
J. A. Martin for the M. M. Cohn Co., Little Rock, Ark.; Center, Display by John T. Mackey for 
Herpolsheimer’s, Grand Rapids, Mich.; Lower Left, Display by Frank Blade for McMorran & 
Washburn, Eugene, Ore.; Lower Right, Display by H. J. Huff for the Newman-Stern Co., Cleveland 
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Upper Left, Display by C. H. Ruberts for the Quality Shop, Baltimore, Md.; Upper Right, Display 

by R. H. Macy & Co., New York City; Center, Display by W. R. Harre for Maas Bros., Tampa, 

Florida; Lower Left, Display by Carl J. Schactele for The Fashion, Columbus, Ohio; Lower Right, 
display by J. H. Hilton for Goldman-Cobacker Co., Des Moines, Iowa 
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Ornamental Effects Lend Appeal 


Entire window front fashioned after Byzantine period and result 
is startling in artistry and quality 


By HENRY SHERROD 
Display Manager, Stewart Dry Goods Co., Louisville, Ky. 


<al FFECTIVENESS and appeal can be combined 
aS] in window displays, especially for a period of 
RQ} the year, by giving attention to ornamentation. 
This, I think, is well illustrated by the Spring displays 
installed for The Stewart Dry Goods Co., of Louisville, 
Kentucky. 

The entire front was fashioned after the Byzantine 
period of decoration, but was strongly influenced by 
the Spanish as well as the Moorish type. The first 
point in constructing a show of this description is natu- 
rally—will the merchandise show to advantage? 





The walls, settings and panels of the screens were 
' of Agonia cloth, a very fine weave of monk’s cloth, the 
color natural. The reveals and doorways of the arches, 
as well as the openings between the windows and outer 
edge of the screens, were finished in “love-vine” color, 
a hot color of Old Spain. 

The openings and curtains in the millinery windows 
were of blue and tan taffeta silk. One can find just 
these colors in the bark of fruit trees in the very early 
Spring. The curtain is unique in that it is padded with 
cotton and quilted in gold thread. 


The floors were treated in an imitation of mosaic 
peculiar to the Moors. 

A close inspection will show that the cross predomi- 
nated in the decorations. This is fitting, as it depicts 
an era known as Christian Rome. 

The grills were cut from very heavy Upson board. 
The furniture, antes, grills and frame of silk curtains 
were all made to resemble corroded iron. They were 
painted in tones of blue, yellow, green and red. These 
colors were all blended together, giving a rather pleas- 
ing effect, as a whole. 

The cushions, chair back, curtain and back of the 
arches in the corner window were of peacock green 
taffeta. This green curtain was also padded with cotton 
and quilted in gold. The screens each held a copy of 
a well known painting, tinted like the original. 

The entire effect gains not only distinctiveness, but 
harmony, grace and culture, and inspires awe. By delv- 
ing into history the displayman will find much to inter- 
est him along this line if he carefully works out the 
ornamentation and natural effects used by the people 
of the Byzantine period. 








i ety 
Bari tes 


Four of the Artistic and Appealing Window Displays by Henry Sherrod for the Spring Opening of the Stewart 
Dry Goods Co., Louisville, Ky. 
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Whence Famous 


Windows Derive Their Effeét - 


Making a display is easy or difficult according to the 
materials used 










If you want charming, well made, up- 
to-date decorations— 


If you like to make your selection from 
a large assortment of uniformly beau- 
tiful designs— 

And are willing to be influenced by the 
opinions of the leading displaymen— 


Botanical Decorations are the thing for you 


Watch for our salesmen now on their way 
to you with an entirely new line of Fall 
decorations. 


Ghe Botanical Decorating Co. 


(Established 1896) 
319 to 327 West Van Buren Street , CHICAGO 
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Elaborate Settings for Confectionery 


Displays of this line of merchandise must also carry proper 
price tags to be effective in sales 


By AMES A. CASTLE 
Special Correspondent, The Display World 


m-) HE primary essential in preparing an effective 
confectionery display, according to P. S. Wil- 

|| liams, display manager of the Scruggs-Vander- 
voort-Barney Store at St. Louis, is an elaborate setting. 
If the setting is suggestive of mediocrity, says Mr. Wil- 
liams, the merchandise will fail to attract potential 
customers because the greatest demand for candies 
comes from the female element, and woman is univer- 
sally known as a lover of frills. Working from this 
angle, Mr. Williams has been a substantial factor in 
increasing the popularity of the confectionery shop of 
the Scruggs-Vandervoort-Barney store until it is today 
one of the most heavily patronized departments of its 
kind in the city. 

“To see the attractiveness in a confectionery dis- 
play,” explained Mr. Williams, “one must observe the 
settings of other merchandise which draw female shop- 
pers of the better class. In doing this it will be found 
that elaborateness is the principal factor, with price tags 
following a close second. Even though the housewife 
is shopping for an item which retails at less than $1, 














Artistic Candy Display for St. Patrick’s Day 


she will expect the store to present it in a $100 setting. 
And with the profit in confectionery ranging higher, in 
most shops, than many other lines which may come 
under a similar classification, the store can well afford 
to humor ‘feminine whims in this respect.” 

Reproduced herewith are two confectionery displays 
arranged under the direction of Mr. Williams. One 
appeared in a window of the Scruggs-Vandervoort- 
Barney store during Candy Day. The center back- 
ground is made up of a large oval mirror, hung over 
an exquisite piece of drapery. Two floor lamps, one 
arranged on either side of the center, lend added dignity 


and attractiveness to the small dressing table set directly 
under the mirror. A large basket of flowers, advertis- 
ing the store’s flower shop, appears on each extreme 
side. To combine the flowers and confectionery, Mr. 





Candy Day Display by P. S. Williams 


Williams set each box of candy upon an artificial blos- 
som, cut out of white tissue paper. 

Because of the facilities for combining flowers and 
confectionery in an elaborate setting, Mr. Williams gen- 
erally associates these two items of merchandise for 
display purposes. 

The second display shown in the accompanying re- 
productions is also a flower-confectionery window 
which was used on last St. Patrick’s Day. Two lamps, 
a stand table, miniature wax figures, and a pair of small 
tables comprise the principal “furniture” used in this 
trim. The color scheme was green and white, with 
blending shades. The only flowers shown were con- 
tained in one bouquet, set on a table in the central back- 
ground where they would appear prominently. By 
carefully observing the illustrations it will be noted 
that although a substantial amount of merchandise is 
shown, one item does not distract attention from an- 
other. 





NEW DISPLAYMAN’S ORGANIZATION FORMED 


The displaymen of Rockford, Ill., are perfecting a new 
organization, and C. A. Pierce, of the Pabco Service was 
elected temporary chairman at a recent meeting. The new 
organization will take part in a spring festival to be held 
under the auspices of the Rockford business men. 





SHOW EVOLUTION OF STYLES IN WINDOW 


As a feature of the Edward Malley Company’s 72nd 
anniversary in New Haven, Conn., recently, Thos. R. Mat- 
thews, display manager, installed a very interesting window 
display, showing the evolution of women’s styles from 1852 
to the present. The window attracted such crowds that it 
was with difficulty that traffic regulations were maintained. 
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Battie 


Our 5-Year 
Guarantee 


We absolutely and uncondition- 
ally guarantee that the backing 
on “Pittsburgh” silver-plated 
glass reflectors will not crack, 


check, nor peel, and that the silver will not tarnish dur- 
ing a period of five years from the date of purchase. 





Pitsburg 
SHOW WINDOW LIGHTING 


THE DISPLAY WORLD 


We are specialists in the important art of show window lighting 
—one of the most effective sales stimulants and productive forms 


of advertising known to modern store-keeping. We have a fund 
of information and experience that will help you get the best in 
window lighting. The “Pittsburgh” line includes 


Color-Lite, Easy-To-Install 
Conduit, etc. 


———<—<——S OEE =—SsSernd us a rough pencil sketch of 


the floor plan of the window to be 
lighted, marking on it the length of 
the glass, the distance from glass to 
background, from floor to ceiling, 
floor to transom bar, if any, and 
height of background. We will then 
offer suggestions for the proper light- 
ing of such a window and send an 
estimate of cost. 


Helpful Booklet on “Show Window Lighting” 
A copy of this booklet — which any show window decorator 


will appreciate—will be sent FREE on request. 


Pittsburgh 


Reflector & Illuminating 


Company 


403 Bowman Building - Pittsburgh, Pa. 


NEW YORK— 
1452 Broadway 


CHICAGO— 


ane iy opie Jr. Co. 
5 South Eighth Street 


SAN peice var gg & Schwartz 
90 New Montgomery Street 


MA, LOUISVILLE—Nicholson Electrical Sales 


307 Keller Building 
TORONTO, ONT.— 


Reflector & Illuminating Co. 
565 West Washington Street 


“Pittsburgh” Reflectors have an 
unmatched record of performance. 
Not a single reflector made since 
August Ist, 1916—over 7 years ago 
—when we began using our secret 
process of backing, has ever been re- 
ported to us as having the silvering 
tarnish or discolor, or the backing 
crack, check or peel. Read our 5-year 
guarantee below. 









bg son Illumination H 


Co., 237% Yonge St. 
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| Pittsburgh Reflector & Illuminating Co., 
Bowman Building, Pittsburgh, Pa. 
Gentlemen: Please send a free copy of your booklet “Show | 
Window Lighting”’ to 





























Silvered Reflectors, Windo-Spot, 
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Who They Are and What They Say 


No. 9—JACK CAMERON, Des Moines, Iowa 


























EW display managers in the country can match 
i the enviable record of Jack Cameron, who 
GES | directs the remarkable displays in the windows 
of The Harris-Emery Company at Des Moines, Iowa. 
His record is not alone remarkable in his artistic win- 
dow display achievements, but in the training school he 
has conducted. The benefit of his wide experience has 
been passed on to many men who have worked as his 
assistants, until they were 
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playmen in different parts of the country. Twelve boys 
who worked for me and have received their training 
under my direction, are now display managers in differ- 


“ent stores. I think it would be proper and fitting that 


they receive the attention and credit, instead of me. 
These boys have made good and secured their positions 
through their own initiative, without any help whatso- 
ever, from me. I still have a few who haven’t yet risen 
to the rank of display mana- 





able to enter the field as ac- 
complished displaymen, capa- 
ble of directing the display 
work of some of the largest 
department storesofthe 
country. 


Jack Cameron’s fame is 
known from coast to coast. 
Whenever an I. A. D. M. 
convention is held, Jack is 
the center of all eyes. Any 
person who has ever visited 
Des Moines, Iowa, knows of 
Jack Cameron. The first at- 
traction to the visitor in Des 
Moines, as he walks down 
Walnut Street, is the artistic 
window showing of the Har- 
ris-Emery Company. It never 
fails to bring the visitor to a 
halt, with the exclamation 
that the windows are equally 
as attractive as those of the 
larger stores in the metropol- 








Jack CAMERON, 
Display Mgr., Harris-Emery Co., 
Des Moines, Iowa 


ger. Those referred to as 
graduating to display mana- 
gerships are: 


“Carl Benedict, display 
manager for Younker Bros., 
Des Moines; E. H. Bates, 
now display manager for C. 
W. Klemm & Co., Blooming- 
ton, Ills., a champion prize 
winner; James Manbeck, 
now display manager for Al 
Josephs & Sons Jewelry 

' Stores at Des Moines; Ray- 
mond T. Whitnah, display 
manager for Crosby Broth- 
ers, Topeka, Kan., a cham- 
pion prize winner; George 
Bailey, display manager of 
the Frankel Clothing Co., 
Des Moines; Richard Scott, 
dsplay manager of Hursh 
Brothers, St. Paul, Minn.; 
Matthew ‘McDonnell, display 
manager for J. C. H. Peter- 








itan centers. As a result of 
the famous showings of the Harris-Emery Company, 
Des Moines is today noted as a city of exceptional win- 
dow displays. Expert displaymen have become affili- 
ated with the Des Moines stores, and the displays they 
install are on a par with those of Chicago, New York, 
St. Louis and Los Angeles. Much of this can be attrib- 
uted to the work of Jack Cameron. 

But Jack, although he doesn’t look it, is rather bash- 
ful about extolling his own accomplishments. In talk- 
ing to The DISPLAY WORLD, he said: 

“Instead of titling your page ‘Who They Are and 
What They Say,’ why not change it to read, ‘Who’s 
Who and Where Did They Get Their Training?’ In 
other words, I would rather talk about the boys who 
have made good and are now holding head jobs as dis- 


sen & Sons, Davenport, Ia. ; 
Emmett Connors, Wolff-Berger & Co., Moberly, Mo. ; 
Jack Siedner, E. R. Lay & Company, Marshalltown, 
Ta.; E. W. Samsel, of Young-Quinlan Co., Minneapo- 
lis, Minn. ; and Paul Hamlin, now display manager for 
the new store of the Miller-Wohl Co., Des Moines.” 


Several of these individuals have become famous 
displaymen, ranking with the best professionals in the 
country, and Mr. Cameron’s record in this respect is 
remarkable. In addition to being an expert display 
manager, he has been conducting a training school, 
without having any such thought in mind, and it is a 
great tribute that is paid him by listing such a formid- 
able array of talent. 

Jack Cameron has had twenty-three years’ experi- 

(Continued on page 35) 
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Chicago affords the most complete Display Equipment and Decora- 
tion Market in the World—Time and money may be saved, and the 
=|" | best that decorative genius creates can be obtained in Chicago at 
a prices that cannot be duplicated—quality considered. 
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THE ADLER-JONES CO. CURTIS LIGHTING, INC., 
643 S. Wells Street 1119 W. Jackson Blvd. 
f Artificial Flowers—Decorations Complete Equipment for Lighting Effects 
a a ARTISTIC WOOD TURNING WORKS THE KOESTER SCHOOL 
*< 529 N. Halsted Street 314 S. Franklin St. 
Store and Window Fixtures Display and Card Writing Instruction 
BAER’S, INCORPORATED NATIONAL CARD, MAT & BOARD CO. 
155 North Union Ave. 4318 Carroll Ave. 
Wax Figures and Forms Show Card Boards, Mat Board Cut-Outs 
BOTANICAL DECORATING CO. PAASCHE AIR BRUSH CO. 
319-27 W. VanBuren Ave. 1902 Diversey Parkway 
Artistic Decorations & Artificial Flowers Air Brushes and Accessories 
THE BODINE-SPANJER CO SCHACK ARTIFICIAL FLOWER CO. 
1160 Chatham Court 134-140 North Robey Sx. 
Distinctive Display Decorations Artificial Flowers & Display Decorations 
CHICAGO MAT BOARD CO. GEO. E. WATSON CO. 
664 W. Washington Blvd. 62 W. Lake Street 
Card and Mat Board Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 


Copyright 1924 by The Display Publishing Co. 
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Great |. A.D.M. Convention June 23-26 


Special train to convey western delegates through foresight of 
the Kansas Association—The complete program 





UFFALO, N. Y., will be the mecca toward 
Eee) which the eyes of all displaymen will turn 
AGA] June 23, 24, 25 and 26, for the twenty-seventh 
annual convention of the International Association of 
Display Men. From all sections of the country come 
reports that the forthcoming convention will be at- 
tended by the greatest crowd recorded in the history 
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of the association. The Buffalo committee, headed by ~ 


that dean of prize-winners, Clement Kieffer, Jr., esti- 
mates the attendance at not less than 1,500. This is 
based on the calculation that not less than 350 will be 
in attendance from Canada alone. 


To the Kansas Association of Display Men goes 
special credit for arousing exceptional interest in the 
convention from the Western points. A special train 
has been arranged through the efforts of this associa- 
tion, of which W. L. Stensgaard, display manager of 
Stiefel Bros. & Co., Salina, Kans., is president. This 
special train will travel from Kansas City, where the 
Western forces will mobilize, proceed to Chicago, where 
extra Pullmans will be added from the Northwest, then 
go on to Detroit, where the delegates will board a pala- 
tial D. & C. steamer for the trip over the Lakes to 
Buffalo. 


Added features to the program, almost daily, indi- 
cate that the educational study and entertainment to be 
provided have never been excelled in any prior conven- 
tion. The publicity committee, headed by that live-wire, 
E. Preston Browder, display manager of The Kobacker 
Stores, has been working night and day in sending out 
advance propaganda on the meeting. Trade papers have 
generously contributed space to the meeting; the news- 
papers and press associations have promised to cover the 
meeting in advance; thousands of stickers for mail matter 
have been used; exceptional broadsides and color pam- 
phlets extolling the beauty of Niagara Falls, and the sur- 
roundings of Buffalo have been issued and distributed and 
nothing left undone to carry the story of the convention 
to all corners of the globe. 

The twenty-seventh annual convention promises to be 
the greatest “idea convention” in the history of the I. A. 
D. M. Judging by the program and all advance indications, 
more ideas wil be exchanged at the coming meeting than 
any other ever held. There will be ideas in color; ideas 
in lighting; ideas in decoration and draping—in fact every- 
thing that the greatest year in the history of display has 
brought forth. The convention will prove really a uni- 
versity where four days in study will provide the display- 
man with the equipment to produce more productive dis- 
plays for his firm and a bigger success for himself. 

With the month of June being vacation time, many 
displaymen are planning this year to be accompanied by 
their wives and families, that all may take in the grandeur 
and vacation allurements of Niagara Falls. So the enter- 
tainment features will not be lacking. 


If the average displayman could sit down and talk over 
his display plans for the coming year with the display 
managers of Altman’s Joseph Horne’s, LaSalle & Koch, 
Mandel Brothers, Marshall Field, Bamberger’s, or any of 
the other gigantic enterprises in retail merchandising that 
make window display a mighty link in their sales plans, 
he would feel he. had passed some of the greatest moments 
of his life. Yet such is probable at the forthcoming con- 
vention, where it will be possible to meet many of the coun- 





W. L. STENSGAARD, 
President, Kansas Association of Lisplay Men 


try’s most efficient and successful displaymen. They will 
unfold their experiences; tell about their methods; stage 
exhibitions of draping and lighting; demonstrate the new- 


est accessories and explain their uses. 


One of the major features of the convention will be the 
series of demonstrations, in charge of Ellwyn McEachnie, 
display manager of Jahraus-Braun Co., Inc., Buffalo. 
Many awards are being offered for demonstrations of 
of the greatest: originality, sales value, and artisticness. 
Three large display windows will be set up for the demon- 
strations and these will be lighted with a new display 
window illumination system. More than 20 of the coun- 
try’s foremost displaymen have entered for these demon- 
strations and Mr. McEachnie is asking for even more 
entries. Manufacturers who have offered awards in these 
display contests include: Holeproof Hosiery Company ; 
Nettleton Shoe Co.; Fashion Park Clothes; Schoble Hat 
Co.; Eagle Shirt Co.; Claflin’s, Inc., and others. 

Special features just announced for the program, in- 
clude the big introductory parade of the visitors and Buf- 
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BRIDES 


























Quick Service on 
Bridal Sets and Brides 


Painted in any medium on any material. 
Stained glass windows. A perfect imi- 
tation on silk. As colorful-transparent 
and glossy as the real thing. 


We are a group of artists specializing in 
window display. We have a few ideas 
of our own but we are at our best when 


working out the displayman’s ideas. 


Try us—send a written description— 
a rough sketch and measurements. Glad 
to show what we can do in a sketch. 


Painting on 


SILK, VELVET, CANVAS or BOARD 


Painting with 
DYE, OIL OR WATER COLOR 
DESIGN, PAINT, BUILD 


PANELS, SCREENS, CUT-OUTS 
WINDOW SETS 


BATHING GIRLS 
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The above is one by Priscilla Pointer. 


Done in dye on the sheerest of china silk. 
Delicately toned, soft, lustrous: An added 
touch to the finest display. 


SEE THESE WHEN YOU ARE 
IN NEW YORK 


SEE THEM AT THE CONVENTION 


HARRY TAYLOR, and Associated Artists 


209 West 34th Street 


New York City 
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The Fashion Floodlight 


Received the 


Award of Merit 


at the Exposition of the 
National Shoe Retailers Association 


M ighty Good Reason Why! 





The “Fashion Floodlite” 


Here are the features that make the 
“Fashion Floodlight” so poy ular: 
1. It throws a spotlight beam on any object 
while flooding the whole window with light. 


2. Installed anywhere—wall, ceiling or floor— 
with only a screwdriver. 


3. Universal joints make it instantly adjust- 
able to any angle. 


4. It sells for only $13.25. 
color sheets $3.25 extra. 


Color frame and 


on 


. Comes with wire and plug complete for 
attaching to lamp socket. 

6. Made of heavy aluminum, attractively fin- 

ished. 
Carries our unconditional guarantee. 

“When crowds look in a window, ten to one, 
FASHION FLOODLIGHTS are being used to 
COMPEL ATTENTION.” 


May we send you one complete Fashion Flood- 
light on ten days approval? If not what we say it 
is, just send it back for full credit. FAIR 
ENOUGH! 


Address Dept. 12 


BRIELOFF MFG. CO. 


119 Lafayette St, New York City 
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falo displaymen from the Hotel Statler, which has been 
designated as headquarters for the convention, to the 
Broadway Auditorium at 9:30 a. m., Monday, June 23rd, 
headed by the Larkin Fife and Drum Corps, consisting of 
about twenty girls; a well-known Scotch Pipers’ band, 
which will furnish music for the Canadian session and will 
also put on a short program at the banquet, and Miss 
Olivia Browder, of Petersburg, Va., a popular young elo- 
cutionist and playright, who has promised to attend the 
Buffalo convention and assist with the entertainment pro- 
gram. Miss Browder is well known throughout Virginia, 
and promises to bring some of those Southern displaymen 
along with her. 


Complete Program for Meeting Announced 


The complete program’s “high spots” follow: 


Monday 

Parade starts at 9:30 a. m. 

Registration—Opening of Convention by President John J. 
Cronin. 

Presentation of the Key to the City of Buffalo by the Hon. 
Mayor, Frank X. Schwab. 

Address of Welcome, I. C. Kantrowitz, Past President 
of the Buffalo Retail Merchants Association. 

Response and Reminiscences, by Charles W. Morton, of 
Sacramento, Cal., who presided over the I. A. D. M. 
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Thousands of these Stickers Sent Out by I. A. D. M. 


Convention in Buffalo twenty-five years ago. 

Roy Crandall, Advertising Specialist. 

Display Contest of Eagle Shirts. Six to compete. 

“How to Build Good Will for Your Store Through Win- 
dow Display,” by L. M. Van Contren. 


Tuesday 


Alex Osborne, one of America’s foremost authorities on 
advertising. He has a treat in store for you. 

“My Best Past Experiences,” by L. F. Dittmar, Display 
Manager, The Union, Columbus, Ohio. 

Holeproof Hosiery Competitive Demonstration. 
Sixty Ideas. 

Novelty Draping—Gordon Meyers, Display Manager, Roll- 
man’s, Cincinnati, Ohio; Ludwig Fruhauf and others. 

Martin L. Pearce of the Hoover Company, one of the big 
research men of the country. 

Kiddie Kloth Demonstration. 
many more ideas. 

“Up-to-the-Minute Ideas of Efficient Show Window and 
Interior Lighting.” Curtis Lighting, Inc. 


Wednesday 
Robert Karkunoff, Artist, Writer and Traveler. 
Novelty Tableau Setting, original drapes by Geo. Talbot 
of Heymann’s Sons, Brooklyn, N. Y. 


Six Men 


Six men to appear and 
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Fashion Park Clothing Contest. Six men to demonstrate. 

Jack Cameron of Des Moines, Ia. He loves his work and 
wants you to know it. 

Herman Frankenthal of B. Altman Company, New York 
City. His draping of live models will be a revelation 
to you. 

E. J. Berg. He always put one over. 

Schoble Hats. Competitive demonstration, new and orig- 
inal ideas. 

Thursday Morning 

Canadian Day. 

Lacey’s bringing ’em over, band and all. 


Thursday Afternoon 
“How to Use the American Flag Properly in Window 
Display,” by George Eckhardt, Wilkes-Barre, Pa. 
Nettleton Shoes. Competitive demonstration. 
Furniture by P. W. Hunsicker. 
Laces by Harold B. Strait, F. W. Woolworth Company. 
M. Wolfson, Dewitt Hutt, E. Dudley Pierce, Dayton 
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Association, and many others from whom you may ex- 
pect to receive a host of new ideas to assist every dis- 
playman for months to come. 

The following Buffalo displaymen compose the directors 
of the different divisions of the convention work, and 
these men meet each Wednesday evening at the Buffalo 
Displaymen’s club to continue plans for the big meeting: 
Convention Director, Clement Kieffer, Jr.. The Kleinhans 
Co.; Director of Publicity, E. Preston Browder, The Ko- 
backer Stores; Director of Program, Ed. D. O’Dea,, McCar- 
thy Bros. & Ford; Hotel Committee, Chas. McKearnin, 
The Michael J. Leo Co.; Registration Committee, E. E. 
Closkey; Director of Demonstrations, Ellwyn McEachnie, 
The Jahraus-Braun Co.; Director of Exhibits, Phillip J. 
Bellanca, The Davis Bros. Co.; Contest Clerk, Wm. J. 
Ambroski, The Frank Winch Co.; Entertainment Com- 
mittee, Chas. G. Haas; Membership Committee, Al J. Die- 
trich, The Liberty Company. 


The Special Train from Kansas 
The Kansas Association of Display Men proved a live- 
wire crowd by organizing a special train for the Buffalo 


(Continued on page 36) 




















L. A. FELDMAN 
FIXTURE CO. 


INCORPORATED 


32 WEST 32nd STREET 
NEW YORK 





Hardwood 
Display Fixtures 








Designed to meet the 
requirements of the 
discriminating Dis- 
play Managers who 
demand only the best. 





No. 239-C2 


Solid walnut and Ma- 
hogany Fixtures of Super- 
ior Finish and Design. 





No. 68-C2 





No. 71-C2 
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Chicago Monthly Display Review 


Many Windows on State Street show marked improvement— 
All install elaborate and effective displays for Easter-tide 


By J. DUNCAN WILLIAMS 
Special Correspondent, The Display World. 


“JASTER-TIDE brought some of the most elaborate 
| and most effective displays to Chicago's Stare 
Street windows, that have been observed in many 
months, not even excluding the spring opening 
displays. Apparently, the displays have caught the fancy 
of the shopping public, judging by the crowds constantly 
trying to get a glimpse of the windows. 

Again, some unusually artistic displays have appeared 
in the windows of Mandel Brothers Store. Once more the 
clever hand of Allan Kagey, display manager, has been 
made evident in some rich, striking showings. The tinge 
of Easter-tide, the breath of spring, the glimpse of sum- 
mer were all made evident by the careful arrangement of 
both backgrounds and merchandise. 

Just around the corner in the Madison Street side of 
the Mandel window is a display of light brown silk coats 
with trim of brown fur. Two figures are used and each 
wears a hat of similar shade and brown russet pumps. 
Very smart looking. 

Mandel Brothers’ windows of course carry the same 
beautiful semi-permanent backgrounds as described in the 
last issue of this publication and which were installed for 





Upper Left, Clever Window Display in Window of Hilton Company, State and Quincy Sts., Chicago; Upper Right, 
Display by A. V. Fraser for Marshall Field Co.; Lower Left, Display by J. E. Tannehill for Carson, Pirie & Scott 
Co.; Lower Right, Display by E. H. Leaker for The Hub. 


the spring opening. One of the out-standing displays in 
Mr. Kagey’s windows at this time is that of a little tot’s 
window in which seven very small children’s figures are 
dressed in attractive things and are apparently about to 
start a “May Pole Celebration.” Another window shows 
two figures wearing sports apparel from the Palmetto 
Shop. White and black and white and color-trimmed 
knitted coats are featured. Knitted scarfs and a white 
knitted hat are shown as accessories to the display. 

The Boston Store presents an inspiring front at this 
time with a series of windows and appropriate exterior 
decorations, in commemoration of its fifty-first anniversary. 
Huge electric signs, “5lst Anniversary Sale,” stand out, 
night and day, in the center of three sides of the building. 
Back of the signs a large panel of green cedar sprays con- 
tribute to the decorative effect and help wonderfully to 
make the electrically lighted -sign stand out clearly during 
the daytime. The marquis over each entrance is also deco- 
rated with garlands of the green cedar sprays. 

The windows have special backgrounds with a large 
eight or nine foot circular design in the center of which 
is a huge candle electrically lighted. The color scheme 
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of these backgrounds is of gold and purple blending into 
lavender. The window cards feature the “Anniversary 
Sale,” and the windows are all trimmed with seasonable 
merchandise at special prices. 


Carson, Pirie, Scott & Co. 


Perhaps one of the most interesting and attractive series 
of windows among the State Street Department Stores 
during the month past was that of Carson, Pirie, Scott 
& Co., in which six State Street windows were devoted to. 
a display of apparel for “the bride.” As a rule “June Bride 
Windows” appear during the month of May. Well, Mr. 
J. E. Tannehill, the display manager for Carson, Pirie Scott 
& Co., “scooped” his contemporaries by installing this dis- 
play during the week of April 21st to 28th. 

The “Bridal Window” was shown near the center oi 
the series of windows, and was complete in every sense of 
the term—except that the groom was absent. The back- 
ground of the window was completely covered with aspar- 
agus fern. An arrangement of steps toa slight platform 
upon which the figure dressed as the bride stood above the 
others. Four brides’ maids, all dressed in the same color 
gowns and hats (coral) and a child’s figure representing the 
little flower girl constituted the “personnel” of the setting. 
Palms and ferns were banked about in the rear of the 
window in appropriate fashion and place. The window 
was unusually attractive and naturally had a crowd of 
women and girls in front of it during the entire time it 
remained in. Other windows of: this series displayed in 
unit style, travel coats, suits, sports apparel, afternoon 
frocks, lingerie, evening gowns and luggage. Each window 
showed two figures dressed in correct apparel featured as 
a unit. 

The window cards used in this series of displays were 
unique and attractive. An envelope lay flat on the floor 
near the center of the window and was lettered “For the 
Bride,” while a sheet of writing paper folded, stood on 
ends close by and was lettered in neat type with a descrip- 
tion of the kind of apparel shown in that window. For this 
occasion, each window was decorated with potted plants 
and flowers banked in the base of the arch insets of the 
backgrounds, with asparagus fern outlining the arch 
doorways. 


Charles A Stevens’ Windows Attractive 


Chas. A. Stevens’ large island window is devoted en- 
tirely to a display of beautiful summer coats of cloth with 
fur-trimmed collars. The coats are in shades of taupe and 
of black. Seven figures are used in the window and there 
are an equal number of coats draped about on the floor 
from coat stands. Two little units of millinery, gloves, 
bags and women’s sticks add the finishing touch to the 
ensemble. 

Another attractive display at this store is that of white 
silk blouses with red trimmings. Some have red piped 
edging; some have red paneled pockets; some have a red 
edged jabot. A white silk scarf with ends of red makes 
a nice center piece for the trim. 


Marshall Field & Co., Figures Distinctive 


Marshall Field & Co.’s State Street windows are re- 
splendent with their springtime backgrounds as described 
last month, with the weekly change of gorgeous styles 
and colors in women’s apparel. Each window is a vision 
of loveliness to all feminine eyes as each window is planned 
always to make it just that. 

A significant feature about these windows and one 


(Continued‘on page 34) 
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“JUST THE BEST” 





Papier Mache 


for every use 





Imitation beaten brass jardiniere on 
pedestal. Five feet high. Heavily em- 
bossed. Finished in polychrome bronze. 


Write for our latest circular 


Art Fontaine 
Exposition Co. 


1071, N. Main Street, Los Angeles, Cal. 
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Selling Power An advertising firm of prominence 
of Displays is recently investigated the selling 
Proven in Test power of window displays. Reports 

were secured from about three thou- 
sand stores representing nearly every class of retail 
trade. The figures showed comparisons of sales made 
during two periods of one week each. Some particular 
line for the test was selected by each store. This line 
was not displayed the first week, but a check was kept 
on the number of sales. The goods were the feature of 
clever window displays the second week and the sales 
record was continued. 

One drug store reported that a nationally advertised 
preparation showed an increase of 165 per cent. the 
second week. The third week the test was concluded 
with an unadvertised preparation. An increase of 95 
per cent. was noted. In twenty-one grocery stores a 
nationally advertised product showed an increased sale 
averaging 70.8 per cent. These cases were typical of 
all the stores reporting results. The increases ranged 
from 70 per cent. to 233 per cent. 

Certainly this is a significant showing with reference 
to the selling power of displays linked up with adver- 
tised products—the products in the minds of the public. 
No greater tribute could be paid to the necessity of 
window display in any advertising campaign. 





Avenue’s Shop The change in the window displays on 
Displays Show Fifth Avenue, New York, within the 
Great Change last six months has been almost mirac- 
ulous, due to the activity of the whole- 
sale establishments of this famous thoroughfare from 
Fourteenth Street up to Twenty-third Street. Prior 
to about six months ago very few of these wholesale 
houses employed displaymen, nor did they pay much 
attention to their windows, but in the last half-year 
many of these concerns have taken over window ser- 
vices and in some instances they have employed pro- 
fessional displaymen. Nearly all these wholesale firms 
are today showing very attractive windows. 
And why not? Is the out-of-town buyer any less 


susceptible to attractive windows in lower Fifth Avenue 
than the out-of-town visitor or local resident to attrac- 
tive windows in upper Fifth Avenue? With the ad- 
vance in displays on the lower end, where it is antici- 
pated that windows are darkened at night, it is to be 
hoped the merchants of upper Fifth Avenue will keep 
pace with the development by keeping the curtains 
raised and the windows illuminated at least a portion 
of the evenings. 

As stated in these editorial colums last month, the 
Fifth Avenue Association ruled that windows should 
be darkened at night because they attracted only curi- 
Osity-seekers. The association’s stand was evidently 
taken unmindful of the vast crowds of out-of-town 
visitors that go to New York to BUY—not only to 
SEE. The wholesalers are to be congratulated on keep- 
ing pace with the advance in the high standard of win- 
dow displays as a sales and advertising medium. 





1924 Openings The uniform Spring and Easter 
Show Trend in openings, and window display con- 
Window Display tests conducted by chambers of 

commerce and retail merchants’ bu- 
reaus, in dozens of American cities this year, follow the 
prediction made by The DISPLAY WORLD in its 
January issue, that 1924 would be the greatest year in 
the history of display. Never before has such a tre- 
mendous amount of interest been shown by merchants 
in vieing with one another, especially in the smaller 
and medium-sized cities for unusually artistic, sales- 
drawing window displays. 

In another part of this issue will be found an article 
setting forth the accomplishments in the way of window 
display contests, in conjunction with Spring and Easter 
openings in eighteen cities scattered throughout differ- 
ent sections of the country. In.each instance merchants 
were more than pleased with the results, and immedi- 
ately sought new ideas for similar events in the Fall or 
during the Christmas holiday season. In Dubuque, 
Iowa, the interest was so great that the display windows 
of the Levi building, which were unoccupied, the stores 
being. vacant, were decorated by a number of the mer- 
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chants for the Spring opening. When the windows 
were unveiled on Dubuque streets there was not a dark 
spot. Even the vacant windows held displays that 
caught and held the attention of the crowds on the 
streets. This is evidence of the continued increase in 
recognition of display value. 

Following the window display contest at Troy, N. 
Y., The Troy Budget used a full column editorial in 
which this comment was made: 


“The pronounced success of this store window display 
has inspired many of the leading merchants to already 
plan for repetitions thereof, on a larger scale, and some of 
them anticipate that the prizes or awards fof the next event 
will aggregate as much as a thousand dollars. The value 
of the present undertaking is in the fact that the merchants 
of Troy have an object lesson of what can be done to 
interest the public and attract trade.” 


And so the good work goes on. There is no better 
method of inspiring the “Buy at Home” movement 
than through events of this kind. When such methods 
are employed, persons will soon recognize the fact that 
they are observing window displays at home that are 
just as artistic in their scale and scope as those of the 
larger. cities they visit from time to time. The trend of 
window display is such that it cannot be misdirected 
now. And The DISPLAY WORLD is happy to con- 
tinue its efforts to lead the way by constructive effort. 


Displaymen to The forthcoming ‘month, June, will 
Have Another see another great gathering of dis- 
Great Session playmen—the twenty-seventh annual 
convention of the International Asso- 
ciation of Display Men. The Buffalo convention com- 
mittee has worked hard to make this affair a success, 
and deserves to have its efforts greeted with the biggest 
attendance ever recorded at an I. A. D. M. convention. 
Many interesting subjects have been provided on the 
convention program ; the demonstrations will be excep- 
tionally beneficial; the exhibits will be varied and in- 
structive; the entertainment will be better than usual, 
because of the natural surroundings ; and, all in all, it 
should be the greatest meeting this organization of dis- 
playmen has held. 
The activity of the Kansas Association in providing 
a special train for the Western delegates, is to be com- 
mended. For in getting together once a year, display- 
men can exchange ideas that create better window dis- 
plays in general, and in doing that the firm the display- 
man represents is naturally benefited. With such an 
able person as J. J. Cronin, of Newark, in the chair, 
the convention should move with precision and accom- 
plish more, perhaps, than many of the prior conventions 
combined. 


<> 000000 


Co-operative Displayman New Venture 


2m LIE co-operative displayman is the newest ven- 
ture in the realm of window display. If the 
plans of the Akron, Ohio, Merchants’ Associa- 
tion are successful, and there is every reason to believe 
they will be, expert displaymen have found a new field 
for the accomplishment of some of their dearest dreams 
—versatility in display work. 

Thirteen merchants of the medium sized or smaller 
stores have accepted the proposal of the Akron Mer- 
chants’ Association to employ a co-operative display- 
man, and two more have announced they will send in 
their acceptances immediately, raising the number to 
fifteen, the minimum quota set to put the plan into 
execution. John C. Moore, secretary of the association, 
announces that there is such interest in the plan that 
he believes it will work out successfully. He believes 
the greatest difficulty will be in finding a man versatile 
enough to carry on the work, and anticipates that it will 
be necessary to spend a month in the selection of the 
displayman. 

Under the plan this displayman will have a set 
routine of operation, and will trim the windows of the 
various stores co-operating in the agreement. The mer- 
chants must have their displays and trimmings ready 
when he arrives, in accordance with the advance plans 
he has outlined and sent them, for the display. The 
association will advise and remind members of the day 
and hour when the displayman is due at their store, so 
they may co-operate by having things in readiness. 





Besides ready-to-wear stores, there are bedding 
stores, sports shops, jewelers, shoe stores, a hat shop, 
two cigar stores and an electrical supply store in the 
agreement. A hardware store will be added, it is an- 
ticipated, before the plan goes into actual operation. 
These are medium sized or small stores and shops that 
could not go to the expense of maintaining a display- 
man at full salary, yet are anxious to have first-class 
window displays. The cost to the merchants will de- 
pend on the salary of the displayman. Counting it as 
$300 per month, each merchant will pay $20, since they 
are to bear the costs equally. 

That the plan will result in a higher standard of 
window displays for Akron is conceded. The main 
shopping district will take on the appearance of a 
“window display week,” every week in the year, in- 
stead of simply during the special seasons. It will even 
stimulate the displays of the larger department stores, 
employing regular displaymen, to keep pace with the 
splendid showings of the smaller stores. 

The DISPLAY WORLD has already received an 
inquiry on the plan from the West Palm Beach Cham- 
ber of Commerce, West Palm Beach, Florida, and a 
similar arrangement will probably be considered there. 
No doubt, the idea will spread rapidly throughout the 
country, and the Akron Merchants’ Association will be 
given the credit for a movement that is really a long 
step toward raising the standards of window display 
in general. 
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SUNLIGHT 


IN YOUR 


WINDOW 


Importance of Proper 
Display Window Illumination 


HE display windows are in effect a 

stage where the merchant may com- 
pel attention by varied and colorful appeal. 
Properly handled, they serve not only to 
attract attention to the merchandise, but 
akso to create a favorable impression of the 
store itself. 

The effectiveness of the window is de- 
pendent upon the illumination from the 
standpoint of permitting the display to be 
examined. 

With this in mind, the prime considera- 
tion in a window installation should be one 
of sufficient outlets to permit the flexibility 
and control of illumination and lighting ef- 
fects that is desirable for any particular 
display. The use of colored lighting in 
windows is becoming more general as an 
attention-getting medium, since it adds an 
unlimited field for variation in decorative 


effects. — 
$8.50 


Complete with 
color frame, five 
sheets of assorted 
color gelatine — 
green, red amber, 
blue and = straw, 
six feet of cord 
and plug. 

Additional color 
frames with set 
of five colors of 
No. 955 gelatine $1.50 net 

Patent pending. per set. 


A Sunlight Silver Glass Reflector 


Fills the window with a flood of direct light 
having a powerful beam of reflected light in the 
center. A most effective unit for lighting your 
spring Displays. 


Free Trial for One Week 


Upon receipt of order, will ship C. O. D. parcel 
post and if after seven days you are not satisfied 
with this unit your money will be promptly re- 
funded. 

Our Engineers wait with pleasure to design re- 
flectors for your particular requirements. Each 
individual case gets careful study and special 
design. Don’t fail to consult us where good light- 
ing is required. 


Sunlight Reflector Co., Inc, 


Established 1898 
226-228 Pacific Street Brooklyn, N. Y. 
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which every displayman can well remember is that no 
single dress displayed ever borders on the risque; not a 
single wax figure ever suggests anything even slightly 
suggestive; the effect of these displays are, therefore, al- 
ways that of excellent style, refined taste and feminine 
charm. The expression of the face of every figure is 
tinged with refinement first, and then whatever other 
characteristic or thoughtful mood the model may have 
intended to express. The impression unconsciously made 
upon the mind of a woman or girl looking at a gown on 
one of these figures and imagining herself wearing that 
gown as the figure wears it, is always a suggestion of the 
best kind. 


Of the many wax figures used in the Field windows, there 
is not one but seems to reflect some thing akin to individu- 
ality in expression and feature. Each figure might be said 
to possess “personality”—and it would also seem that when 
certain gowns are to be displayed in a particular window, 
figures are selected with that “personality” which will har- 
monize with each gown, and display the same to its 
best possible advantage. 


The Fair Windows Show Marked Advance 


The Fair windows are constantly on the up-grade—each 
season seems to record some notable degree of improve- 
ment in the general character of the displays and in the 
more specific details of display technique. All of which 
goes to show how well the display department is in tune 
with the new business policy of this famous Chicago in- 
stitution. 


The outstanding window of their entire front at this time 
is the “Brides Window” at the corner of State and Adams 
streets. One end of the window is made to look like the 
entrance to a church—heavily banked with palms and ferns. 
In the center and opposite the corner is another bank of 
palms and ferns, while in the extreme rear of the window 
is still another arrangement of the same kind of plants. 
The bridal procession consists of two little flower girls 
dressed in lavender and carrying boquets of purple sweet 
peas and lilly of the valley. Then follows the bride in a 
beautiful white wedding gown and carrying a bride’s boquet 
of orange blossoms. The rear is brought up by two brides’ 
maids in twin costumes in shades of golden orange with 
hats of the same shade and similar in style. Each carries 
a bouquet of purple and lavender sweet peas and lilly of 
the valley. The entire window is well done in every detail 
and this, together with the significance and the proximity 
of the month of June is responsible for the crowds it at- 
tracts and the eager, wistful and melancholy attention 
given it by all women, who are reminded of their own par- 
ticular experiences or expectances as the case may be. 


Davis Dry Goods Co., Changes Old Policy 


Speaking of the effects of a change in business policy 
as being reflected in the appearance of the windows,. the 
advertising and the store interiors, nothing is more ade- 
quately illustrative of this psychological effect and its con- 
comitant results than the change which has taken place 
in the old A. M. Rothschild Department Store, at State 
and Jackson since it has been taken over by the Marshall 
Field interests and operated as the Davis Dry Goods Co. 

The advertising was first to show the freshness of a new 
policy and new management. The windows soon followed 
suit and now both are and have been showing daily and 
noticeable progressiveness toward a higher standard of 
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merchandising. Window displays are neater, more care- 
fully done, and the merchandise so displayed seems to be 
of a better quality than heretofore without any apparent 
advance in the prices. The window cards are smaller, 
neatly lettered and minus any extravagance in claim or 
over-emphasis of low price. An 11x14 beveled edge card 
takes the place of a 14x22 as used formerly. And the old 
store is doing more business than ever. 


Maurice Rothschild Windows Are Attractive 


Maurice L. Rothschild’s windows have been particularly 
attractive all spring. Mr. Davis started the season by show- 
ing cut flowers and live blooming plants in unit groups 
throughout all his windows. The effect while not entirely 
new with this firm, was nevertheless a change from recent 
seasons and the effect was quite noticeable. Some new 
platforms have been placed in the State Street windows 
and unit groups of clothing and furnishings have been dis- 
played on them with that characteristic care of which Mr. 
Davis’ displays are noted. 

The Hub windows are up to their usual high standard 
of excellence and uniformly attractive. A special sale 
of high-grade suits at $35 and $50 has been featured in 
the advertising and the windows of this store during the 
latter two weeks of April. 


Smart Hat Shop Has Unusual Display 


Henry R. Paul’s smart little hat shop, at 31 East Jack- 
son Boulevard, has an especially attractive display of “Blue 
Jay Blue” hats in his window at this time. Blue has been 
featured as the predominant color in suits, shirts and other 
apparel for spring, and Mr. Paul who is usually quick to 
sense an opportunity that has the least connection with 
hats bought a quantity of smart looking blues. The name 
“Blue Jay Blues” was decided upon and to make the dis- 
play more attractive and rememberable, a stuffed Blue Jay 
mounted on a sprig of an apple tree with natural looking 
blossoms was placed in the center of the window with a 
card (with blue decorations) lettered: “Blue Jay Blues, 
a smart new hat in a smart new shade, $5.” They’re still 
selling those hats at this writing. 


Who They Are—What They Say 


(Continued from page 24) 

ence in display work, having served about five years as 
an apprentice to the profession. His start was in Port 
Huron, Mich., taking him from there to Chicago, 
Omaha, Des Moines, Sioux City, Los Angeles, and 
back to Des Moines, to his present position. It has 
been his greatest ambition to always be ahead of the 
display profession, instead of having the game ahead 
of him. Mr. Cameron is first vice-president of the 
International Association of Display Men, and has 
always served the organization faithfully. He stands 
forward in all respects as one of the best liked, best 
known, and most advanced display managers in Amer- 
Ica. 





CONVENTION PUBLICIST ARRIVES ON JOB 


A new assistant to the director of publicity for the 
I. A. D. M. convention has arrived in Buffalo. His name 
is Edward Preston Browder, Jr., and he is now one month 
old. If there has been any delay in convention publicity 
it can be blamed on the proud daddy, E. Preston Browder, 
display manager for the Kobacker stores. 











Sales Promoters 


BRIGHTER WINDOWS 
VELOUR TRIMMED 


Hydol Plush 


Rich-Gay and Lustrous Colors 
in 24, 36 and 50 Inch Widths 


Samples Gladly Furnished on Request. 


“We also Carry a Full Line of Colors in 
a Very Fine Cotton Velour’”’ 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Yours For Service “HYDOL” 




















PICU CCCOr 






i QUALITY AND 
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Display the “Onli-wa” 


These Oétagon Design 
Hosiery and Shoe Stands 


Make your merchandise fairly “speak 
for itself.” 


Write for Catalog 11 of complete line 


The Onli-wa Fixture Co. 


St. Paul Ave. Dept.D.W. Dayton, O. 


QUALITY AND % 
ORIGINALITY | 
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SUMMER 
WINDOW DISPLAYS 


New and Novel effects in 


WINDOW DECORATIONS 


Raffa Grass Mats, perfect imitation. 
$7.50 Each—40x80 Inches 


New Papers, Flowers, Baskets, Borders, 
Spot-lights, etc. 


Your window requires more attention 
now than in the rush season. 


Attractive windows will draw 
attention to your merchandise 


Dress up now! ! ! 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 
30 READE STREET NEW YORK 
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A HANDSOME DISPLAY 
A SKILLFUL ARRANGEMENT 
A DIGNIFIED BACKGROUND 
GOOD LIGHTING 


An Attractive Valance 








We 
have designs which will improve your win- 
dows, and they are made on materials and 
in such a manner as to last. 


We are specialists in good Valances. 


With the co-operation of any display man, our 
ideas and his, result in a Valance which is indi- 
vidual, attractive and rich. Our booklet illustrat- 
ing a number of good numbers on request. 


Bryan’s 
526 S. 4th Ave. Louisville, Ky. 
FIXTURE SALESMEN—DISPLAYMEN 
Write for our proposition selling good Valances. 


Some very desirable territory open, and good op- 
portunity if you are located in same. 











Great I. A. D. M. Convention 


(Continued from page 29) 


convention. Through arrangements made with the Santa 
Fe and New York Central Lines, W. L. Stensgaard, Presi- 
dent of the Kansas Association has been able to offer 
special inducements to the Western displaymen to par- 
ticipate in this extra service. Pullman cards for reserva- 
tions out of Kansas City and Chicago are in the hands 


.of President W. L. Stensgaard, of the Kansas Association 


and reservations can be made at once by writing or wiring 
him at 145 SOUTH TENTH STREET, SALINA. KANSAS, 
Texas, Oklahoma, Arkansas, Missouri, Nebraska, Iowa and 
Kansas displaymen are all supporting the plan for the 
special. 

Under the program, the displaymen will mobilize from 
all points West and directly adjacent to Kansas at Kansas 
City, where the special train will leave June 21, at 6 o’clock 
p.m. The schedule is as follows: 


Ly. Kansas City--_-June 21, 6:00 p. m., Santa Fe 


As sGiicaposecuel 3 June 22, 7:25 a. m., Santa Fe 

Ly. Chicago ..0s. June 22, 8:47 a. m., Michgan Central 
Ar. Detroit. .occcnc June 22, 3:15 p. m., (C. T.) M. C. 
Ly... Détrettia..5202 June 22, 5:30 p. m., (E. T.) Boat 
Ar: Buffalo: 2c2..+ June 23, 8:30 a. m., (E. T.) Boat 


For the western displaymen, the Santa Fe will provide 
special sleepers to run through Kansas City to Detroit, 
with no change at Chicago, and berth reservations will be 





DOESNT IT MAKE YOU FEEL GOOD_ 


CERTAINLY, ' 
DE-LIGHTED TO GET | 
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Cartoon by J. J. Ralph, 
Display. Manager, The Nonpareil, Sacramento, Calif. 


provided on the boat, Detroit to Buffalo. It is anticipated 
that a large crowd of displaymen from the northwest, and 
from Minneapolis, St. Paul, Milwaukee, and other points 
will join with a large Chicago delegation in taking the 
train from Chicago to Detroit, and then boarding the D 
& C boat for Buffalo with the Kansas crowd. 

Mr. Stensgaard and the Kansas association are to be 
commended for their pep in arranging this special feature, 
and it can best be summed up in the letter from Jack 


_ Cameron, the noted display manager of Harris-Emery Co., 


Des Moines, Iowa, who made one of the first reservations 
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to the Kansas crowd, saying, “I want to travel with that 
LIVE bunch.” So Jack will be with the Kansas special. 

As a special tribute to the I. A. D. M., The DISPLAY 
WORLD will publish a special convention issue in June, 
and this will be distributed from The DISPLAY WORLD 
booth to all the visiting delegates. It will go to its regular 
subscribers and displaymen throughout the country one 
week ahead of the convention, and will be a valuable hand- 
book of the big event. 


Exhibits of Window Display Requisites 


The exhibits of all products used in window display this 
year will be exceptionally attractive, and the booth space 
is being rapidly filled up. Those making reservations for 
booths in the big exhibit hall, up to May Ist, included the 
following well-konwn firms: Adler-Jones Co., L. Bauman 
& Co., Baer’s (Inc.), Bodine-Spanjer Co., Botanical Deco- 
rating Co., Chicago Mat Board Co., Curtis, Lighting (Inc.), 
Bert L. Daily, Decorative Plant Co., Decorators’ Supply 
Co., The DISPLAY WORLD, Decorative Display Co., 
Decorative Fixture Co., Esterbrook Pen Co., Frankel Dis- 
play Fixture Co., Foote Studio, French Wax Figure Co., 
J. F. Gasthoff & Co., Hugh Lyons & Co., Ivanhoe Division 
of the Miller Company, Klee Fixture Co., Joseph Korach, 
Frank C. Lob, the McCallum Company, McKenna Brass 
Manufacturing Co., Merchants Record, Messamore & 
Damon Co., Modern Art Studios, Murdison Display Ser- 
vice, National Card, Mat & Board Co., Natural Plant Pre- 
serves Co., L. E. Oates Wax Figure Studios, Onli-wa Fix- 
ture Co., Ornamental Products Co., Old King Cole Papier 
Mache Co., J. R. Palmenberg’s Sons (Inc.), Rochester Fix- 
ture Co., G. Reising & Co., Schack Artificial Flower Co., 
George A. Smith, J. B. Timberlake & Sons, King Walbrun, 
Window Display Fixture Co., Karl L. B. Roth, Lawrence 
Weil, Sel-Plus Service, Harry Taylor, Katz, Chariot Co., 
Walter E. Zemitzsch, Fontaine (Inc.), Art Ace Flower Co., 
C. Broes Van Dort Co., Limault Reactive Ray Co. 





TO CALL ON NORTHWESTERN TRADE FIELD 


Lee E. Hier is the new representative of J. R. Palmen- 
berg’s Sons, Inc., for the Northwestern trade. Mr. Hier 
entered the display profession as assistant to the well- 
known Tom Leslie, now secretary of the National Clothiers 
and Furnishers Association, who at that time was display 
manager for Maurice L. Rothschild & Co., of St. Paul, 
Minn. Mr. Hire resigned his position to take charge of 
Browning, King & Company’s store at St. Paul. Then 
the call to war came and Mr. Hier spent four years in 
France, being one of four out of his company to ever 
return. Entering service work in the Twin Cities on his 
return, he later formed the Twin City Decorating Supply 
Co., selling display fixtures an artificial flowers. He sold 
out his interests in this concern to accept the offer made 
by C. E. Smiley, manager of the Chicago branch of J. R. 
Palmenberg’s Sons, Inc. Mr. Hier will call on the trade 
in Wisconsin and Minnesota, spending most of his time in 
the Twin Cities, where he has numerous friends. 





LIGHTING FIRMS IN NEW CONSOLIDATION 


Announcement has been made of the reorganization of 
Edward Miller & Company, of Meriden, Conn., under the 
name of The Miller Company, and the acquiring of the 
Ivanhoe-Regent Works of the General Electric Company, 
at Cleveland, Ohio. The Ivanhoe-Regent Works are now 
known as the Ivanhoe Division of the Miller Company. 
Window and store lighting will continue to be features 
under the reorganization. 
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Will HELP YOU increase your Efficiency. 


Will HELP CREATE— Backgrounds, 
Screens—BEAUTIFUL. 


Period Designs, Heads, Scrolls, Wreaths, Rosettes, 


Shields, Festoons, etc. 


New No. 9 Catalog and sample—FREE. 


ORNAMENTAL PRODUCTS CO. 


LIGNINE 


Carvings 


(Wood) 


Best 
Trim 
on the 
Market 


Panels, 














W. LAFAYETTE DETROIT, MICH. 
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OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 

the proper valance for you, no charge for this service, } 
also a complete stock of silk plush, write for price. 3 


Karl L. B. Roth, Manufacturer & Designer 


FINDLAY, OHIO 


VALANCES 
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SPECIAL OFFER — 900 ROLLS | 


VELOUR PAPER | 


8 Yards Long—22 Inches Wide 
Blue, Purple, Light Green, Moss $ 1 ? 50 


Green, Red and Tan, Per Roll__ 


New Spring Panel Designs— 
Samples on Request. 


MURDISON DISPLAY SERVICE 
1095 Genesee St. Buffalo, N. Y. 


4 
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WINDOW TRIMMING 


We especially solicit the Business of 
Display Fixture Houses and carefully 


fill same. 


SAMPLES SENT ON REQUEST. 


Mestesal: Tiedt Co.. 


7 WEST 3rd ST. | 
NEW YORK CITY 


_ PLUSHES and VELOURS 
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Shirt Stand 
No. 1703-S 


Fixtures for the Merchant Who 
is Thrifty 

We make only wood display fixtures. 

Before buying any more fixtures we sug- 

gest that you get our catalog and compare 


styles and prices. We know we can save 
you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, IIL. 


POPP ODO 


Shoe Stand 
No. 1782-S 
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Weighted Base 
Adjustable Stands 
No. 800 for 5% x 7— 
$10.00 Dozen 
No. 801 for 7x 11— 
$17.00 Dozen 
No. 802 for 11 x 14— 
$20.00 Dozen 











Stands furnished 

in these heights: 

No. 800—6 in., 8 
in., 10 in. 

No. 801—12 in., 15 
in., 18 in. 


Finished in Gun- 
metal, Oxidized, 
Nickel or Statu- 
ary Bronze. 


Ask for Catalog 


ae No. 35, showing 
—o iNl., display fixtures. 
: Prices F. O. B. 


Weighted Bases 
—4 in., 5 in., 6 in., 
respectively. 


Factory. 2%—10 


= 


J. B. TIMBERLAKE & SONS 
JACKSON - - - MICHIGAN 


























French Exposition in Harmony 


Displays are pleasing — New York stores 
utilize empty windows in novel manner 


By WILLARD D. HART 
Special Correspondent, The DISPLAY WORLD 


ISPLAYS of beauty were the distinctive feature 
of an otherwise dull month of window displays 
in the local market during the past month. ~ Little 
in the way of the unusual was presented. Dis- 

playmen seem to have taken a rest following the rush up 

to the Easter business. 

The bride, as usual, came in for her share of glory. 
Saks & Company and R. H. Macy & Co., Inc., have intro- 
duced a new type of empty window covering preparatory 
to opening their new buildings. 





The harmony of display -was the indelible impression 
which was left on the minds of all observers at the recent 
French Exposition held at the Grand Central Palace from 
April 21st to May 3rd. Although it was impossible to view 
the exhibit as a whole, the harmony of exhibits was plainly 
discernable and left a marked impression. 

The booths varied in design, many of them repeating or 
echoing the Paris or Fifth Avenue shop of the exhibiting 
firm. However, the arched roof over the arcades deco- 
rated with dark red foliage, and the upper part of the 
partition on which the arches rest, having a fixed decora- 
tive motif running throughout, preserved a. strongly defined 
unity. 

The Djer-Kiss booth abounded in straight lines and right 
angles and had a practical appearance. The design was 
pleasing in its proportions, and the fact that the enclosure 
was bounded only by transparent walls of gauze gave it a 
bright and airy effect. A box of gay flowers in the recess 
on one side, and a checkered floor in black and white, 
supplied color and zest. 

The Coty booth was a reproduction of the Coty shop 
in Paris. The arched door and the balconied windows 
were characteristic features. This was a large booth and 
also a most attractive one. 

The Florey headquarters were designed to reflect the 
Fifth Avenue shop. The doors and windows were arched 
and framed in green of a darker shade, contrasting strongly 
with the lighter wall of the structure. Green panels under 
the windows bear the firm name in the familiar floral 
letter. 


One of the booths notably distinctive in character was 
Caron’s. It had a vaulted roof in the manner of a rotunda. 
The supporting columns were black and white marble, and 
the walls were also marbled in a dark green. The arched 
supports of the roof were covered profusely with pink 
flowers, and a large cluster of the same flowers hung from 
the top. The space between the supports was green, inter- 
spersed with clouds of blue. At the center of the booth 
stood a marble bench, on which was a large stone block. 
Over this ivy vines were hanging. Numerous containers 
of perfumes rested on the ledge around the stone block. 
The effect of this affair was a bit like that of sarcophagus. 
Illuminated glass cases were set in the walls. 

The illuminated floral decorations for displays made an 
interesting and attractive display in the booth of Henry 
Bonvoisin. Flowers of lifelike appearance, except for hav- 
ing pistils or stamens composed of electric lights, glowed 
alluringly in the Bonvoisin conservatory. A girl in a mov- 


‘ing swing hung from flowering trees caught the eye readily, 


and another girl seated on a rustic bench between two little 
trees in the midst of a profusion of apple blossoms, got 
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attention. The trees are illuminated, and there is a light 
directly behind the figure on the bench. 

A marble likeness was created throughout the majority 
of the exhibits or little shops along the Paris streets. 
Pillars, walls and floors were marble in effect, some in 
light and some in dark shades. 

Living up to their faith in glass, both in the matter of 
beauty and of utility, the Rene Lalique organization were 
using glass most effectively in displaying glass merchan- 
dise in their booth at the exposition. Cases set in the wall 
had glass tops and floors, and the shelves were of glass. 

Despite the marble used throughout the exposition, 
there was a softness of tone to the exhibits due to the 
excellent lighting employed. Soft lights played upon the 
marble walls and “background, and by means of inverted 
and hidden lights these were given an added effect. 


New Type of Advertising Posters Used 


To shut off the barren, deserted look of empty win- 
dows in their new buildings now under construction, R. H. 
Macy & Co., Inc., and Saks and Co., and to give the win- 
dows something to do, advertising posters of a new type 
have been placed in them. These posters were designed 
and constructed by L. R. Hales, of New York. They are 
made of compo board and are somewhat similar in general 
characteristics of design but different in details of construc- 
tion. 

The designs used in the Macy posters are brought 
out by sawing them out of compo board and by backing 
up the openings with silk parchment, which is painted in 
desired colors with such forms of outlines as the edge of 
the board does not define. After dark the windows are 
illuminated and the lights show through the translucent 
silk. The effect is most vivid and attractive. 

The designs on the Saks posters are low in relief. 
The forms are sawed out of the compo board and built 
up by gluing one piece over another in its proper place. 
For instance, if a figure wearing an overcoat is shown, the 
trousers are sewed from the first layer, the coat from a 
second layer, the pockets and flap from the next layers, 
and the sleeve will be one layer deeper than the flap. 

In both these types of wooden poster, the excellent 
draughtmanship and individuality of character have sur- 
vived the process of sawing with remarkable fidelity to 
the original design. 

The posters at Macy’s have bright green borders under 
the blue strip, lettered with white which runs along this 
front. The pictures are cut in dark blue rectangles. Some- 
where in the blue rectangle appears a sign in the natural 
color of the silk parchment and black letters. Cut-out 
comedy figures are ranged along the green margin at the 
bottom. The garments of the figures are sprinkled with 
dollar-marks, emblematic of the money the customers may 
expect to save in this shop. 

One window shows a cashier’s wicket with remarks on 
deposit accounts. Other topics are lingerie, frocks, furni- 
ture, toys, men’s clothes and ornamental house-furnishings. 

The Saks posters consist of two parts. There is a black 
border decorated with green surrounding a rectangular 
opening. The border fits close to the glass. About a foot 
behind this is set the backgrounds on which the designs 
appear. Around the sides of the box thus formed lights are 
to be concealed behind the black border. 

Lettering in white or contrasting colors will appear 
with the pictures. There are to be more than thirty of 
these posters at this store. Some of the designs have 
direct bearing on the merchandise advertised, others are 
general in their application. A comedy treatment appears 
in many of the pictures at both stores. 


WORLD 


PERIOD 
FIX TURES 


OMPLETE Sets of 
autelems bb eathas- 
for any line of busi- 
ness; supplied in all 
betertwemuwelelem statis eves 
Peymuesrelestertatesates a 
finishes 


Catalogues sent on request 


“Every type of Display Fixture known” 
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No. 5140 Rolled Top Basket—15x22 inches, 
filled with Roses, Asparagus Ferns, etc., 
with bow, complete $2.50. 


Write today for our _ ILLUSTRATED 
CATALOGUE No. 5, in colors, of Artificial 
Flowers, Plants, Vines, etc., mailed FREE 
ON REQUEST. 


Frank Netschert, Inc. 


61 Barclay Street 


New York, N. Y. 
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Panels and Drape Shades 
Materials and Workmanship of dependable char- 
acter. Absolutely SUNFAST- Appliques that will 

retain their color. Satisfaction guaranteed. 
Write for descriptive matter, Suggestions and our Prices. 


NATIONAL DECORATIVE CO. 


Hudson & Federal Sts. Camden, New Jersey 











Sol Satine 


for Wonderful Windows 


S. M. HEXTER & CO., Sole Owners, Cleveland, Ohio 


New York Address: 1140 Broadway 
































THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 


19 EAST 15th STREET 


NEW YORK 

















Interior Display Marks Record 


More than eleven thousand chocolate bars sold 
in two days in one store 


Interior displays can be fade to pay great dividends, the 
same as window displays, in the opinion of Eline’s, the Mil- 
waukee chocolate manufacturers. Recently an interior dis- 
play sold 11,400 bars of Eline’s chocolate in Schuster’s store, 
at Milwaukee, in two days. 

This display was not hooked up with the windows in any 
way, but was erected in one of the center aisles of the store. 
Although the girls were not especially trained, they were 
donned with white aprons and caps and bright Eline head 
bands, and every girl was instructed to make an effort to 





Interior Display, Schuster’s Store, Milwaukee 


increase the size of the unit of sale. In this manner box sales 
were made in many instances. Customers who approached 
the counter with the intention of purchasing a single bar 
were prevailed upon to buy a box, a slight reduction in the 
price being offered. 

While the display booth was attractive and artistically 
arranged, it was nothing unusual, and the chocolate manufac- 
turers are now more thoroughly convinced than ever that 
display, in all its forms, pays. W. J. Miller, advertising man- 
ager of Eline’s, said: “Although the display was strictly in 
the hands of Schuster’s, our men were instructed to drop in 
at this booth several times a day in order to keep the girls 
enthused, and talking Eline’s all the time. We feel the sale 
of 11,400 bars of Eline’s in two days quite a record.” 





ANNUAL MEETING OF SILK ASSOCIATION HELD 


The fifty-second annual meeting of the Silk Association 
of America was held in the rooms of the association and 
was followed by the annual meeting of the board of man- 
agers. The election of managers resulted as follows: Al- 
bert Forsch, Thomas B. Hill, Charles E. Lotto, George A. 
Post, H. Schniewind, Jr., E. J. Stehli, Lionel F. Straus, 
Alexander D. Walker. All will serve three years. Messrs. 
Forsch, Hill and Schniewind are new members; the others 
were re-elected. At the board of managers’ meeting all the 
officers were re-elected. The re-election of Mr. Goldsmith 
to the presidency will mean his fourth year in office. 

New members elected were: Bleyer & Weinberg, A. B. 
Costuma & Company, Jewett Silk Corporation, National 
Spun Silk Company, Inc., Shapiro Brothers Factors Cor- 
poration, all of New York City, and Throop Silk Company, 
of Throop, Pa. 
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Apollo Chocolate Displays Pay 


Manufacturers pleased with results obtained by 
window campaign in New York 


Considerable attention has recently been given to displays 
of Apollo Chocolates in Greater New York, and as a result a 
tremendous increase in the sale of this confection has been 
reported. The unusually attractive display material used is 
responsible in a measure, together with careful display work 
on the part of the displaymen in accomplishing the result. 

The F. H. Roberts Co., of Boston, manufacturer of Apollo 
Chocolates, is a firm believer in the value of window displays. 
In the New York campaign the services of the Dis-Play-Well 
Window Decorating Service, L. E. Kaplan, manager, were 
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Display of Apollo Chocolates, Takis Bros., The Bronx, 
New York 


employed. More than 500 displays were installec up to the 
end of April, in stores all over New York City. 

The display illustrated herewith offers a suggestion to 
confectioners throughout the country who handle Apollo 
Chocolates, and demonstrates the use of the exceptional dis- 
play material issued by this company. Another display used 
in the New York campaign featured the “Idlewilde” package, 
which sells for 79 cents. This was the first time the F. H. 
Roberts Company put up a package to sell at such low price, 
and the tremendous amount of sales created by the displays 
have made it exceptionally popular in New York. 





OPPOSE INCREASE IN PARCEL POST RATES 


The Postal Service Committee of the Associated Adver- 
tising Clubs of the World is making vigorous -protest 
against the bills introduced in Congress by Congressmen 
Paige and Kelly, which would raise $100,000,000 by an in- 
crease in parcel post rates amounting to about 200 per cent, 
and other rate advances to publishers and third-class mailers. 
Retail merchants throughout the country who do a big 
mail order business are vitally affected, the same as pub- 
lishers, and it is anticipated a merry fight will result to 
prevent passage of the biils. 














Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 


KENILWORTH, N. J. 


























SPECIAL TO OR- 
DER VALANCES. 
DRAPED AND 
PLEATED EF- 
FECTS.SKETCHES 
AND SAMPLES 
SUBMITTEDWITH- 
OUT OBLIGATION. 








-WINDOWGRAFT 


VALANCE & DRAPERY CO. 
326 Superior Av., N.W. 
Cleveland, Ohio 





VALANCES 
SIDE DRAPES 
DRAW CURTAINS 
FLOOR MATS 
TABLE SCARFS 
SILK PLUSH 
BACKGROUND 
DRAPERIES. 














The Only Book of Its Kind Published 
“How to Organize A Floral Parade” 


By JOS. SCHACK 





organization of 


Order from 


A 24-page paper bound pamphlet, 
just off the press, containing all 
the information necessary for the 
floral 
Fully illustrated with design  sug- 
gestions and working diagrams. 


Price 25c Postpaid 


parades. 
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Cincinnati, O. 
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W. D.A. A. Delves Into Work Quickly 


Comprehensive questionnaire sent to thousand national advertisers— 
London exhibit planned and much accomplishe ! 


NITH a list of accomplishments almost unbe- 
>| lievable for an organization less than two 
: months old, the Window Display Advertising 
Association has plunged into the subjects set down for 
it to consider at its organization meeting in Cleveland, 
Ohio, March 17 and 18, with a vigor that indicates sub- 
stantial progress and merited support on the part of all 
persons interested in the promotion of window display 
as an advertising medium. 

In five weeks’ time the association had the following 
accomplishments to its credit: 





a 


Received permission from the National Advertising Com- 
mission to conduct an exhibit of window display advertis- 


ing at London, England, in connection with the Interna- 


tional Advertising Exposition. 

Had all its committees appointed and functioning. 

Started an intensive membership campaign. 

Research and Survey Commission starts survey into 
more efficient distribution of window display material by 
sending out a questionnaire to 1,000 national advertisers. 

Speakers’ Bureau provides speakers for many occasions 
throughout the country.- 





Service and Information Bureau begins sending out in- 
formation and offering advice and help to its members. 

Convention Committee selects dates and place of first 
annual conyention at Cleveland, Ohio, September 29 to 
October 1, inclusive. 

Two news bulletins issued from national headquarters. 

Application filed for affiliation of W. D. A. A. as a de- 
partmental of the National Advertising Commission and 
Associated Advertising Clubs of the World. 


The window display questionnaire issued by the W. 
D. A. A. is the most important step ever taken to raise 
the standard of efficiency in window display advertising 
distribution, and reduce or eliminate any waste that is 
incurred in distribution and installation. It is planned 
by this research and survey committee to send out a 
series of three questionnaires, in order to tabulate in- 
formation that will provide a basis for reports to be 
made to the next national convention of the association 
in September. With these reports it is planned to 
make recommendations to eliminate waste and raise 
the efficiency of distribution. This may be accom- 
plished with the direct co-operation of the display ser- 


ABSOLUTELY RELIABLE 


_* 


Some Late Attractive Window Displays of National Advertisers. Upper Left, The Coca-Cola Co.; Upper Right, 
The Cleveland Metal Products Co.; Lower Left, Colgate & Co.; Lower Right, B. F. Goodrich Rubber Co. 
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Our twenty years of distribution and 
manufacturing 


DISPLAY FIXTURES 


has covered almost every conceivable con- 
dition, and gives us valuable information 
which we have embodied into our line. 
Northern Fix- 
tures are top 
notch quality, 
very classy, too. 
Thousands of 
merchants know 
this. Do you? 









Northern Fixture Co., Inc. 


25 Main St., S. E. Minneapolis, Minn. 














Millard & Merrifield, Inc. 
2894 West 8th St. Coney Island, N. Y. 


NET BANNERS 


- FOR ADVERTISING PURPOSES, FAIRS, 
POLITICAL CAMPAIGNS AND ALL EVENTS 


We Build Anywhere 
. in the 
and Paint U. S.A. 
Note: We will pay for advance information re- 
garding coming events, such as Carnivals, Celebra- 
tions, Anniversaries, etc., where “FLOATS” will 


be used in Parades if supplied within 60 to 90 days 
in advance. 








Send 
for this 
record 
of the 


work of 


America’s Foremost 
Display Men 


Every young man, working in a store, is con- 
fronted with this question, “What is my next step 
towards a higher salary.” 

The Koester School Year Book will help you 
answer this question. This comprehensive book 
tells how hundreds of pur most successful Display- 
men, Advertising Men and Card Writers, raised 
their earning power from 20 to 100 per cent as 
soon as they completed the four or eight weeks 
course at the Koester School. 

The sooner you graduate the sooner you in- 
crease your pay. 


The KOESTER SCHOOL 


314 S. Franklin St., Chicago 












Sun and Water } 

proofed valances Siig 

with gold border Eaga 
Price 90c ft. 


Tailored | 
Valances |; 
$1.50 ft. = 


and up. 








Estimates Given Without Obligation. 


CAMDEN ARTCRAFT CO. 
160 NORTH WELLS ST., CHICAGO 











HOW DO YOU DISPLAY HOSIERY? 


Anticipating the requirements for a SPECIAL HOSIERY DISPLAY 
FIXTURE, we have designed one, conforming in every detail 
to the desire of the display profession, which makes possible 


A BETTER WAY OF SHOWING HOSIERY 


The special folder showing this fixture is awaiting your inquiry on your business letterhead 


933 ARCHSTREET SEGAL] & SONS 


PHILADELPHIA 


Manufacturers of Period Display Fixtures 
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. Cincinnati, Linking Up with Actual Product—Another Advance in National Window Display Advertising 





vice firms and others participating in the distribution 
and installation of window display advertising material 
for the national advertisers. 

The first questionnaire is being sent to one thousand 
national advertisers. The second will be sent to all 
display service firms and distributors of window display 
advertising material, including those who install displays 
for dealers, while the third and last questionnaire will be 
sent to a picked list of five thousand dealers, or merchants, 
in all sections of the country. In following this plan the 
survey commission hopes to be able to find just what the 
dealer wants, in the way of national advertising material 
for his windows, and co-operate with the service men in 
obtaining a more efficient installation. The questionnaire 
to the national advertisers is in thirteen divisions, headed 
as follows: 


1. Do you use your own crews in distributing and set- 
ting up window advertising? 

2. What type of dealers’ display do you offer your 
dealers? 

3. How do you distribute window display material? 

4. How is your distribution made? 

5. Do your salesmen distribute window displays? 

6. Do you employ regular window display organizations 
who make a business of securing windows and trimming 
them with material furnished by advertisers? 

7. How do you obtain your displays? 

8. How do you check results of displays? 

9. What percentage of displays are actually used? 

10. What position in your advertising campaign does 
your display service occupy? 

11. Have you any other method of securing windows and 
distributing displays other than those mentioned, and will 
you be willing to describe the same for the general good? 

12. Will you state briefly your own thought regarding 
better methods for window display distribution? 

13. Do you use containers for your product which are 
employed as counter displays? 


In addition to the thirteen major questions, the ques- 
tionnaire is subdivided under each of these interrogations, 
with practically seventy-five other questions, which go 
thoroughly into the subjects considered. 

The questionnaire met with immediate favor, and the 
returns are coming in very rapidly to the headquarters of 
the association. The second questionnaire will be sent out 
during the present month. ; 


Many Speaking Engagements Being Filled 


Many speaking engagements are being filled by officers 
and members of the W. D. A. A., who have enlisted with 
the Speakers’ Bureau. This committee is working in con- 
junction with the Speakers’ Bureau of the Associated Ad- 
vertising Clubs of the World, and one of the first engage- 
ments was that of Dr. F. H. Peck, president of the organi- 
zation, who spoke to the members of the Washington, 
D. C., Ad Club at their regular meeting in April on the 
relationship of window display to advertising in general. 
Doctor Peck also has engagements to speak before the 
advertising clubs of Toledo, Baltimore, Indianapolis, Co- 
lumbus and several other cities, as well as the national 
convention of the American Pharmaceutical Association in 
Buffalo in the near future. Arthur Freeman, chairman of 
the board of directors of the W. D. A. A., is scheduled to 
speak at the Second District Associated Advertising Clubs’ 
convention in Philadelphia, a similar gathering in Buffalo, 
and many other meetings. C. P. Steen, secretary, is to 
address the Association of Advertising Executives at Co- 
lumbus, the Cincinnati College of Pharmacy graduating 
class, the Robinson (Ill.) Advertising Club and others; 
A. T. Fischer, one of the directors, is to speak before the 
Associated Retail Confectioners gf the United States at 
Cleveland, and C. T. Fairbanks, vice-president, will address 
the Illinois College of Pharmacy and a number of other 
important Chicago organizations. New dates are being 
made constantly by the Speakers’ Bureau to spread the 
story of window display. 

Chairmen of the various committees of the association, 
together with the personnel of these committees, were 
announced through the second bulletin issued by the organi- 
zation, and dated May 1. Chairmen of the following per- 
manent committees were mentioned in the bulletin: Mem- 
bership, C. S. Clark, Edwards & Deutsch Co., Chicago; 
Finance, Arthur Freeman, the Einson-Freeman Co., New 
York City; Nomination, C. T. Fairbanks, Edwards & Deutsch 
Co., Chicago; Convention, Clyde P. Steen, The Display 
World, Cincinnati, Ohio. Special committee chairmanships 
were announced as follows: Research and Survey, C. P. 
Steen, The Display World, Cincinnati; Constitutional, Carl 
Percy, Carl Percy, Inc.. New York City; Affiliation with 
Associated Ad Clubs, E. L. Andrew, Westinghouse Electric 
& Manufacturing Co., East Pittsburgh, Pa.; Lighting and 
Fixtures, A. S. Turner, Jr,, Edison Lamp Works, Harrison, 
N. J.; Departmental Service, J. T. Northrop, Smith-Win- 
chester Co., Jackson, Mich.; and Speakers, Carl Percy, Carl 
Percy, Inc., New York City. 
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Next Convention September 29-October i 

The convention committee decided during the last two 
weeks of April, when invitations were considered from all 
sections of the country, to hold the first annual convention 
of the association in Cleveland, September 29 to October 1, 
inclusive, with headquarters at the Hotel Cleveland. This 
is the same site as the original organization meeting, and 
was selected because of accessibility, attendance and enter- 
tainment. The Cleveland invitation was considered the 
most enticing from all these angles. Application has been 
made to the Central Passenger Association for reduced 
railroad fares for this event, and a special exposition of 
window display advertising and kindred products is to be 
a big feature of the meeting. The goal of attendance has 
been set at 1,000, and members will work hard to bring out 
a big crowd. The convention committee will meet shortly 
at Cincinnati to formulate the program for the event. 
Prominent national figures, in both business and political 
life, will be on the program. The Cleveland Association of 
Commerce, the Cleveland Advertising Club and other 
organizations will assist in the entertainment of the big 
meeting. | 

Application was made during the month of April for 
affiliation by the W. D. A. A. with the Associated Adver- 
tising Clubs of the World as a departmental. This will 
come before the directors of the Associated Ad Clubs 
movement in their May meeting, and will again be taken 
up for final action at the London convention, in London, 
England, in July. If the Associated Ad Clubs and National 
Advertising Commission act favorably on the application, 
this will admit as a departmental the last link of the chain 
of advertising remaining unorganized until the advent of 
the W. D. A.*A., the Direct Mail Association being one of 
the last to be admitted as a departmental. This will not 
lose the association’s standing in any way, as it will still 
function as a separate organization, merely adhering to the 
principles and standards of practice of the National Adver- 
tising Commission. 

Many exhibits have been procured from national adver- 
tisers to be shown in London, England, in connection with 
the Associated Ad Clubs’ International Advertising Expo- 
sition during the international convention, and remaining 
up during the remainder of the British Empire Exposition. 
This will be known as the “Window Display Advertising 
Association’s Exhibit of Window Display Advertising in 
America,” and it is the first time permission has ever been 
granted an organization not yet a departmental to conduct 
an exhibit, the grant having been made by the National 
Advertising Commission early in April, and the enrollment 
of exhibitors begun immediately by the association. These 
exhibits are to be received at Hoboken, N. J., not later than 
May 22 for shipment to England. 


Service Firms Showing Great Interest 


The service display firms installing window displays for 
national advertisers in merchants’ windows have taken ex- 
ceptional interest in the new Window Display Advertising 
Association, and although but three such firms were repre- 
sented at the initial meeting in Cleveland, two, the Manufac- 
turers Display Service Corporation and the Cleveland Win- 
dow Display Service, joined the association as active mem- 
bers, and the third, the Fisher Display Service of Chicago, 
expressed its intention of enlisting in membership ranks. 
Since the convention a number of others have joined the 
association, and this is gratifying to the officers, for it will 
Provide a means of getting at the window display problems 
of all three branches—the manufacturer, distributor and 
dealer—much more easily than by any other method. 

The new Window Display Advertising Association has 
a distinctive field to cover, and its membership is limited 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location -and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 





AAG TINGS 


We FEATURE 


(ore 


} ART REPRODUCTION 


2245 W. Fourtn Sr. 
CINCINNATI. O. 








| HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 
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Service 


to the display profes- 

sion and industry has 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD. 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. 
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Sample copy 25c 


Subscribe 
! 


cpeemenennacn: ei moms 
ORDER BLANK 
The Display Publishing Co., 


Cincinnati, Ohio. 


Gentlemen: Enclosed find $2.00, for which enter my name on 
your subscription list for a full year’s subscription—12 issues— 
beginning with the next issue. Address magazine as follows: 








Note—Remittance by check requires 10c additional for ex- 
change. Canadian and foreign subscription 50c additional. 








to the following classifications, under its constitution: 

(1) National advertisers; (2) Creators and producers of 
window display material; (3) Window display service or- 
ganizations and distributors; (4) Publishers devoting space 
to the subject of window display; (5) Organizations and 
individuals interested in window display advertising not 
classified above. 

Headquarters of the association are at 1209-11 Sycamore 
Street, Cincinnati, Ohio, where information can be obtained 
at any time, on any subject, concerning the organization by 
merely addressing a communication in the name, “Window 
Display Advertising Association.” 





New Ideas in Challenge Sale 


Every detail carried out by big department store 
in making the event a success 


By MILTON HARTMANN 
Display Manager, Brager’s, Baltimore, Md. 


The semi-annual “Challenge Sale,” conducted by Brager’s 
of Baltimore, may be of interest to readers of The DIS- 
PLAY WORLD because it involved a number of new 
sales ideas. It was introduced to the public through a 
four-page newspaper advertisement. The week previous, 
five thousand circulars embodying this ad were mailed to 
residents of Baltimore, inviting them to take advantage 
of the sale on Friday and Saturday, Courtesy Days. 

Much preparation was made for this sale aside from 
the getting together of good merchandise. We wanted 
to put. over the idea that ‘We Challenge’ and no expense 
was spared to accomplish this. The entire interior of 
the store was decorated with the emblem of the sale—a 
knight in armor seated on his horse. Large burgees were 
made and used on the flag poles on the roof of the build- 
ing. These were white with red lettering reading “We 
Challenge,” and could be seen from a distance of three city 
blocks. Our trucks carried a huge sign reading “We Chal- 
lenge for the 24th Time,” this also white and red lettering. 
Each employee was supplied with a button reading “We 
Challenge,” and the store was artistically decorated with 
ferns and palms. 

The “Challenge Knight” was used in our advertisements, 
our window display, store decorations and price cards. In 
our window display, we featured the strongest items, such 
as men’s clothing, women’s ready-to-wear apparel. In this 
display we endeavored to back up our newspaper ad and 
put the “Challenge” idea over, as well. The “Challenge 
Knight” was used in the center of each window, it being 
made of heavy wallboard and painted in bright colors, and 
the size being 4x5%4 feet. This “Challenge Sale” is a semi- 
annual event, and while on each occasion we strive for 
perfection, we believe this was the biggest sale of this 
character ever held. 





FIREMEN DO WALTZ WITH FIGURES IN WINDOW 
The Grand Rapids Herald, Grand Rapids, Mich., in a 


recent issue, contained the following: “Two husky firemen 
seen prancing around with feminine forms in the show 
window of the Bon Marche women’s apparel store on 
Monroe Avenue amazed passersby yesterday afternoon. 
But it wasn’t supposed to be either a dance or an ad, 
despite the fact that the street was nearly blocked by 
curious shoppers. Somehow the bay window cracked 
and Tony Smith of No. 1 engine house truck crew and 
Cecil Dean of the pumper outfit responded to a call for 
aid. They waltzed the feminine forms out of the way and 
held the window in place until it could be made fast.” 
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SILK PLUSHES 
Widths—24”, 36”, 50” 
32 Colors 


PIECE LOTS ONLY 
NO CUTS 


SILK VELOURS 
Width—50” 
24 Colors 


NEW YORK OFFICE 


50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 
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SERVICE AND INFORMATION BUREAU 


The DISPLAY WORLD will be glad to supply the latest authentic information about any- 
thing in the display line in which you are interested. If you do not find your needs listed on this 


blank, write a separate 


letter. 


If we do not have the information you want on file, we’ll find out 


for you. Avail yourself of our incomparable service facilities without cost or obligation. 


0) Air Brushes 

C) Artificial Flowers 

CJ Art Screens 

O) Art Studies 

OC) Backgrounds 

() Background Coverings 
L) Books on Cardwriting 
1) Books on Display 

1) Books on Draping 

C) Booths and Floats 

() Brushes and Pens 

C) Cabinets—Revolving 

C) Card & Mat Board 

C) Card Writers’ Materials 
C) Cash Carriers 

(1) Chairs and Seats 

QO Color Lighting 


C) Counters and Shelving 

CJ Decorative Papers 

[] Display Furniture 

(0 Display Forms 

CJ Display Racks 

C1) Dividers—Show 
Window 

O) Drawing Boards 

CO) Fabrics and Trimmings 

C] Fixtures 

() Flags and Banners 

1) Hammers—Window 

[) Lamp Coloring 

CJ Lighting and Equipment 

(J Pageants and Exhibits 

C) Papier Mache 
Specialties 


CL) DO YOU WISH A COPY OF THEIR CATALOG? 
(] DO YOU PLAN TO REMODEL YOUR STORE SOON? 


O Plaques (Window) 
Plastic and Composi- 
tion Pieces 

C) Plushes and Velours 

(1) Price Cards and Tickets 

() Price Ticket Holders 

C) Reflectors 

C) Screens (Background) 

C) Shoes—Window 


O) Show 
1) Show 
CL] Show 
LC) Show 
OC) Show 


() Signs and Card Holders 


Card Schools 
Card Service 
Card Supplies 
Cases 

Case Lighting 


C1) Signs—Brass and 
Bronze 


O) Signs—Electric 

C1) Signs—Wood Letter 

CJ Stencil Outfits 

CL) Stock Posters 

C) Store Designing 

C) Store Fronts 

[] Time Switches 

CL) Valances 

(1) Wall Board 

L) Wax Forms and Figures 

_] Wickerware Specialties 

(] Window Drapes 

(1) Window Lighting 

L) Window Shades 

(1) Window Trimming 
Schools 

C1) Wood Carvings 


[) DO YOU PLAN TO BUILD A STORE SOON? 
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Excellent ‘Tie-up with Motion Pictures 


Practically an entire new field opened up by linking up movies 
with national advertisers’ displays 


N intensive program of tieing up big motion pic- 
ture features, when shown in local theatres, with 
the window displays of the principal stores of 
the city, has just been announced by the Exhib- 

itors’ Trade Review, which comes out in its issue of May 3 

with a “National Tie-Up Section” supported by many 

national advertisers and exhibitors. 

It is a known fact that department stores, and, in fact, 
stores dealing in all lines of merchandise, are anxious to 
tie up their window displays with motion picture features, 
because of the intense interest of the public in motion pic- 
ture stars and motion picture stories. More unusually 
attractive and artistic displays have been possible in Los 
Angeles the past two years, through effective work in tie- 
ing up with motion picture features, than by any other 
means. The largest stores, such as Hamburger’s and Bar- 
ker Brothers, have used exceptional displays that have 
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Clever Tie-Up with Motion Picture, “The Humming 
Bird,” by Franklin K. Foss, Spokane 


attracted tremendous crowds, brought additional business 
of noticeable volume to the-~store, and packed the theatres 
where the pictures were being shown. 

In connection with this article is shown a window dis- 
play in Lubin’s store, Spokane, Wash., linked up with “The 
Humming Bird,” one of Gloria Swanson’s starring vehicles. 
It was possible through the co-operation of the Davenport 
Hosiery Company, which manufacturers Humming Bird 
Hosiery, to issue some attractive window display material 
for tieing up displays with the picture. Hundreds of dis- 
plays were used throughout the country coincident with 
the showing of the picture in local theatres. The one pic- 
tured was the work of Franklin K. Foss, display manager 
for Lubin’s Mode Store at Spokane, and shows carefui 
study of the principal feature of the picture—the fact that 
Gloria Swanson appeared in male attire as a part of the 
scenario. 

Under the latest tie-up movement by the Exhibitors’ 
Trade Review, in its issue of May 3,-it was found some 
unusual window displays resulted in New York from the 
showing of the screen feature “Beau Brummel,” a Warner 
Brothers classic. Joseph Plunkett, managing director of 


the Mark Strand Treatre, Broadway and Forty-seventh 
Streets, said of the showing: 


“Let me voice a word of praise for the many excellent 
window displays secured for our showing of the picture. 
That these window tie-ups played an important part in the 
splendid box-office returns there can be no doubt. This 
fact is made certain by the further fact that little else out 
of the ordinary was done in an advertising way for this 
showing.” 

The national advertisers offering special display material 
that depicted some of the stars, including John Barrymore, 
and tied up cleverly with the “Beau Brummel” feature 
were: The Glove Industries Advertising Committee; Fash- 
ionknit Neckwear; Personality Clothes, manufactured by 
Shirek & Hirsch; Vivaudou’s Mavis products; Frederic 
Berg & Co., with Sta-Shape Hats; John S. Sampson & 
Sons, dress jewelry; Mineralava Beauty Clay, and others. 
A series of interesting displays used in connection with 
the event were installed by the Young Hat Store chain and 
the chain of Rice & Hutchiris shoe stores. 


This opens up an intensely interesting new field in win- 
dow display activities, and it is anticipated, since the stores 
and displaymen are so anxious to co-operate for the re- 
sults that can be obtained by both the national advertiser 
and motion picture producer and exhibitor on the one han. 
and the retail store on the other, it is believed there wit! 
be great development that will create better’ and more 
artistic displays during the year, particularly with refer- 
ence to the display material of the national advertisers. 





New Fixture Factory is Opened 


Company loses no time in getting fine 
new establishment open in Dayton 


Herewith is pictured the new factory of the Onli-wa Fixture 
Co., Dayton, Ohio, manufacturers of display fixtures for stores 
and display windows. As announced in The DISPLAY 
WORLD recently, the company suffered a disastrous fire, the 
plant on Mill Street, Dayton; being entirely destroyed. 











New Factory of Onli-wa Fixture Co. 


With his characteristic promptness, J. H. DeWeese, presi- 
dent, arranged for a new location the same day (Sunday). 
The offices of the company are now under one roof in the new 
factory on St. Paul Avenue, in the popular East End manu- 
facturing district. With many orders on hand, more and better 
fixtures are being produced than ever before in the company’s 
history, and President DeWeese sees only good times ahead. 
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The Honor Roll of Display Specialists 


The DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel. 













GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model windows. Make your “Window Display Dealer Helps’ 
produce the results they should. 





DIS-PLAY-WELL 
WINDOW DECORATING SERVICE 
141 Fifth Avenue, New York 
New York City and 200 Mile Zone. Special Department to 
concentrate on Summer Resorts, Rockaway to South Hampton, 
L. I, all New Jersey resorts, Asbury Park, Atlantic City to 
Cape Cay, Mts. 
837 Ideal Locations where the crowds will be all summer. 





MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed. Duplications of 


all over the world. President—Martin Jenter 





SMITH-BOOTH WINDOW SERVICE 
124 W. 34th Street, New York 


VISUALIZED WINDOWS FOR NATIONAL AD- 
VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 


Backgrounds and trims designed and executed. 





THE NATIONAL DISPLAY CO. 
Manufacturers Exchange Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase. Advertising 





J. D. WILLIAMS DISPLAY SERVICE 
Auditorium Building, Chicago 


Advisor in National Campaigns—Local Display Service 
—Complete Service for National Advertiser 


Manager, J. D. Williams 





JACK SHENKER’S DISPLAY DECORATIONS 
134 West Broadway (near Duane St.), New York City 
Fancy Papers, Baskets, Spot Lights, Flowers, Tinsel, 

Velours, Show Cards; Valances, Reflectors, 
Fixtures, Price Tickets, Beaver Board, Etc. 





GENERAL SALES SERVICE CO. 
219 North Liberty St., Baltimore, Md. 


A National Window Display Service for installation of sales 
producing window campaigns. Drug and Tobacco trims. 


B. Harry Statter, President 





EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 


537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service for 


National Advertisers. in 
GREATER BOSTON and VICINITY 


a very high grade type in quantities of 25 to 100 for routing . 


UNIVERSAL WINDOW DISPLAY SERVICE 
OF NEW ENGLAND 


739 Boylston Street : Boston, Mass. 
Window Display Service Throughout New England 
National Manufacturers’ Campaigns Our Specialty. Service en- 
dorsed by leading Manufacturers of the following products: 
Tanlac—Mulsified Cocoanut Oil—Zonite. 
Gainsborough Hair Nets and others upon request 





HOLDEN DISPLAY CO. 
447 Stockton St., San Francisco 
National and Local Display Service 


Choice window locations obtained in San Francisco 
and Bay Counties, covering four million population. 





DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 


A National Window Display Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 


Norbert Felix, Manager 





FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, III. 
1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 





WINDOW-BOOTH-FLOAT 
DISPLAYS 


. be Specialists to Druggists and. 
1 DISPLAYS National Advertisers 
Sexe Meacnanose Best Locations Available 


190 N. State Street Chicago, Ill. 








C. CARROLL COOPER ORGANIZATION 
Charles & Hamburg Sts., Baltimore, Md. 


Specialists in the development of Window Displays for  Mer- 

chants and Manufacturers. Send for our newest booklet, “Sales 

Promotion of Trade-marked Merchandise Through Window Dis- 

play,” containing detail of procedure for successful Dealer 
Display Campaigns.” 





Display Specialists are profiting through 
The DISPLAY WORLD’S HONOR ROLL. 


You can do the same. 





YOUR ORDER NOW 
WILL GET YOUR AD 
IN THE NEXT ISSUE 





ONE OF THESE SPACES 
COSTS ONLY 
$5.00 
PER MONTH 
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National Display Campaigns and Contests 








Great Baseball Contest Awards Made 


NE of the greatest window display contests, in 
point of interest and actual response, ever held in 
the country, was linked up with the opening of 
the baseball season. The sixth annual National 

Baseball Week, April 4 to 14, under the sponsorship of the 

Chamber of Commerce of Athletic Goods Manufacturers 

of the United States, was featured by a window display 

contest that brought about displays in sporting goods stores, 
department stores, hardware stores, in fact stores of all 
lines of merchandise, in almost every city in the United 


States. 
The contest was divided into three classes, for the large, 


medium and small dealers, so that the large dealer with 
greater window display space had no advantage over the 
small dealer. The same amount of prize money was 
awarded in each class, a total of $3,000 in prizes being given 
away. Theré were two set rules—first, nothing but base- 
ball supplies could be shown in the window during the per- 
iod April 4 to 14; second, the official sign a streamer pro- 
cided by the Chamber of Commerce of Athletic Goods 
Manufacturers, had to be displayed conspicuously in the 
show window. 

J. G. Taylor Spink, editor, The Sporting Goods Dealer, 
and his associates were judges of the contest, and made 
the following awards, some of the displays, being excep- 
tionally artistic, others unusually unique: . 


Class A.—Two prizes of $100 each: Kutner-Goldstein 
Co., Hartford, Cal.; Colorado Sporting Goods Co., Colo- 
rado Springs, Colo. Three prizes of $75 each: Wright & 
Ditson, 344 Washington St., Boston, 9, Mass.; Ray E. Ellis 
Co., Wichita, Kans; The Bolles Brendamour Co., Cincinnati, 
Ohio. Four prizes of $50: each: Wood Jackson Arms 
Company, 128 West Broadway, Long Beach, Cal.; Hale 
Hardware Company, Tulsa Okla.; Kimball-Upson Com- 
pany, Sacramento, Cal.; Monroe Hardware Company, Mon- 
roe, La. Nine prizes of $25 each: McCracken-Mitchel 
Hardware Co., 7th & Grand, Okmulgee, Okla.; R. S. Elliott 
Arms Co., Kansas City, Mo.; Scruggs-Vandervoort-Barney, 
Olive & 10th Streets, St. Louis, Mo.; G. W. Shroyer & Co., 
Dayton, Ohio;Lynn Sporting Goods Co., Lynn, Mass.; Cul- 
lum & Boren Co., Dallas, Texas; Piper & Taft, Seattle, 
Wash.; Bry Block Merc. Co., Memphis, Tenn.; W. J. Pettee 
&.Co., Oklahoma City, Okla. Fifteen prizes of $10 each: 
A. G. Spalding & Bros., 211 S. State Street, Chicago, IIl.; 
A. G. Spalding & Bros., 1210 Chestnut Street, Philadelphia, 
Pa.; Belknap Hardware & Manufacturing Co., Louisville, 
Ky.; Fox Brothers Hardware Co., Pine Bluff, Ark.; G. F. 
Dancer, Independence, Kans.; Kohl Hardware Co., Ripon, 
Wisc.; Nagell Hardware Co., 623 Marquette Ave., Minne- 
apolis, Minn.; Hendershotts Gun Store, Eugene, Oregon; 
Honeyman Hardware Co., Portland, Oregon; Tibbets & 
Root, Cooperstown, N. Y.; The. Schmelzer Co., Kansas City, 
Mo.;Western Arms & Sporting Goods Co., Salt Lake, Utah; 
Yowell-Drew Co., Orlando, Fla.; Maas Bros. Sporting 
Goods Department, Tampa, Fla.; Knight & Wall Co., 
Tampa, Fla. 

Class B.—Two prizes of $100 each: A. G. Spalding & 
Bros., San Francisco, Cal.;Nuebling’s, 847 Penn St., Read- 
ing, Pa. Three prizes of $75 each: Mary S. Hart, Fargo, 
N. D.; Indianola Hardware Co., Indianola, lowa; Murphy- 
Maclay Hardware Co., Great Falls, Mont. Four prizes of 
$50 each: The Parker Department Store, Inc., Covington, 
Va.;Broadway Department Store, 2143 Broadway, Oakland, 











First Prize, Bussman Lamp Contest, Won by Judge & 
Dolph Drug Store, St. Louis, Mo. 


Cal.; W. B. Read & Co., Bloomington, Ill.; Interstate 
Hardware & Supply Co., Bristol, Va., & Tenn. Nine prizes 
of $25 each: Hawkins Hardware Co., Hattiesburg, Miss.; 
Roanoke Cycle Co., Inc., 103 W. Campbell Ave., Roanoke, 
Va.; Idaho Hardware & Plumbing Co., Ltd., Boise, Idaho; 
Latham’s Hardware, Moose Jaw, Sask., Canada; Thos. E. 
Wilson & Co., 42 S. Wabash Ave., Chicago, Ill. Dresslar 
Hardware Co., Los Angeles, Cal.; Archie Leland Co., 617 
Greensboro Ave., Tuscaloosa, Ala.; Gadsden Hardware Co., 
Gadsden, Ala.; E. L. Klipple, Wilkes-Barre, Pa. Fifteen 
prizes of $10 each: Higgins Sporting Goods Co.,. 3121 
Washington Ave., Racine, Wisc.; Gunther Hardware Co., 
Quincy, Ill.; Hardwood’s 1646 No. Vermont, Hollywood, 
Cal.; The Sport Shop, Clarksburg, W. Va.; Spencer Hard- 
ware Co., Keene, N. H.; J. R. Sower, 217 St. Clair Street, 
Frankfort, Ky.; Sportsman’s Supply Co., Portland, Me.; 
The Spiro Co., 2620 Mission Street, San Francisco, Cal.; 


Allen & Jemison Co., Tuscaloosa, Ala.; Field & Lawrence, 


Bellows Falls, Vt.; J. C. O’Donnell Hardware, Hutchinson, 
Kans.; Nuebling Sporting Goods Co., 219 High Street, 
Pottstown, Pa.; Howe & Emerson, Nashville, Tenn.; J. 
Howard Miller Co., Westminster, Md.; Geo. W. Stewart, 
Washington, Ia. 


Class C.—Two prizes of $100 each: A. G. Spalding & 
Bros., 1518 Main St., Dallas, Texas; Radio & Sporting 
Goods Supply Co., 609 Marquette Ave., Minneapolis, Minn. 
Three prizes of $75 each: R. A. Babb Hardware Co., 
Eugene, Ore.; Herbert G. Wright, 1647 E. Genessee Street, 
Syracuse, N. Y.; South Side Hardware Co., Manitowoc, 
Wisc. Four prizes of $50 each: Warren County Hardware 
Co., Bowling Green, Ky.; Nagle’s Sport Shop, 312 Mendo- 
cino Avenue, Santa Rosa, Cal.; M. S. Young & Co., Allen- 
town, Pa.; A. G. Spalding & Bros., 74 Summer Street, 
Boston, Mass. Nine prizes of $25 each: Sayre & Co., 
331 Olive Street, Terre Haute, Ind.; Cade Hardware Co., 
Miamisburg, Ohio; Watterson Bros., Inc., Bishop, Cal.; E. 
S. Leming, Dexter, Mo.; Chas. B. Astle & Son, Momence, 
Ill.; Berg Bros., Davenport, Iowa; P. A. Schell & Co. 
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Somerset, Pa.; Nuebling Sporting Goods Co., Pottsville, 
Pa.; W. A. Holt Co., Waco, Texas. Fifteen prizes of $10 
each: R. C. Ullrich Hardware Co., Mt. Clemens, Mich.; 
The Alling Rubber Co., New Britain, Conn.; George H. 
Taylor Co., Wakefield, Mass.; W. B. Jarvis Co., Grand 
Rapids, Mich.; J. W. Evans, 121 High Street, Pottstown, 
Pa.; Grady’s, Natchez, Miss.; G. A. Beard & Co., Evans- 
ville, Ind.; Wagner-Ruth Co., Baltimore, Md.; Erie Hard- 
ware Co., Erie, Pa; C. E. Armstrong & Co., Ogden, Utah; 
Maxwell Hardware, Sioux Falls, S. D.; Schindel, Rohrer & 
Co., Inc., Hagerstown, Md.; Senger-Heller Hardware, Port- 
age, Wisc.; Kleins Sporting Goods Store, Montgomery, 
Ala.; A. G. Spalding & Bros., Cincinnati, O. 


Bussman Lamp Window Contest is Success 


Tieing up a recent window display contest with advertis- 
ing in the Saturday Evening Post, the Bussman Manufac- 
turing Company, of St. Louis, reports exceptional results, 
with increased sales, as a result of the good window 
showings throughout the country. First prize of $25 in this 
contest was awarded the Judge & Dolph Drug Co., of St. 
Louis; second prize of $15 went to the Mahon Electric 
Company, of Fort Williams, Ontanio, Canada, and third 
award of $10 to Shockmiller & Franke, 200 North Eighth 
Street, St. Louis. The displays all featured Buss Clamp-o- 
set lamps. 

Magazine Ties Up Contest With its Ads 


Hearst’s International Magazine has been conducting a 
series Of very successful contests, for window displays, 
tied up with its national advertising. Four of these are 
conducted each year, and are principally for drug stores 
urging them to make a window display of some product 
advertised in Hearst’s International Magazine, together 
with the front cover of the current issue of the magazine, 
which may be displayed in profusion, in the window. 

In each of these contests, $615 in prizes are awarded. 
The next contest closes June 1, and is for displays used be- 
tween April 20 and the first of June. In addition to the 
prizes, the magazine pays the druggists $3 for each photo- 
graph submitted. In the last of these contests, the interest 
was wide-spread, as evidenced by the awards. The list of 
prize winners follows: 

Group 1—Windows up to 7 feet wide: Ist prize, $100, 
Marlin Knight, Kendallville, Ind.; 2nd, $50, Dreyfus Drug 
Store, 14th Street & 2nd Averiue, New York City; 3rd, $25, 
W. W. Stevenson, Broken Bow, Neb.; 4th, $10, Waggener’s 
Pharmacy, 2nd & F. Streets, Salida, Col.; 5th, $10, Geo. T. 
Boyington, 227 Gifford Street, Syracuse, N. Y.; 6th, $10, 
Barnett-Schenk Drug Co., 31 W. Campbell Avenue, Roan- 
oke, Va. 

Group 2.—Windows from 7 to 14 feet wide: Ist prize, 
$100, Kunkel’s Drug Store, 138 N. Hanover Street, Carlisle, 
Pa.; 2nd, $50, Fred A. Gross, Owl Drug Co., San Francisco, 
Cal.; 3rd, $25, W. T. Jensen, Owl Drug Co., Sacramento, 
Cal.; 4th, $10, Schmitt’s Drug Store, Woodstock, Va.; 5th, 
$10, E. A. Pendleton, Owl Drug Co., Spokane, Wash.; 6th, 
$10, Chas. De Meire, Owl Drug Co., Los Angeles, Cal.; 
two extra $10 prizes, A. C. Jordan, Jr., Truitt Pharmacy, 
Norfolk, Va.; Crown Drug Co., Tacoma, Wash. 

Group 3.—Windows over 14 feet wide: Ist prize, $100, 
P. E. Fletcher, Keystone Drug Co., 797 Main Street, River- 
side, Cal.; 2nd, $50, H. C. Haffun, Owl Drug Co., Milwaukee, 
Wis.; 3rd, $25, Beacon Drug Cot, 6th & Center Streets, San 
Pedro, Cal.; 4th $10, E. E. Smith, Lone Star Drug Store, 
San Angelo, ‘Texas ; 5th, $10, Fred E. Hatch, 10 E. 3rd Street, 
Jamestown, N. Y.; 6th, $10, A. C. Woodman, Walsh & 
Cummings, 953 Elm Street, Manchester, N. H. 


Apex-Rotarex Dealers Have Interesting Contest 
The Apex Electrical Distributing Co., Cleveland, Ohio, 
recently closed a successful contest for Apex-Rotarex 
dealers, in displays of Apex sweepers and Rotarex washers. 
The Meriden Electric Company, of Meriden, Conn., won the 
first Prize in this contest. This was the second consecutive 
time this firm had won a window display competitive event 
(Continued 6n page 58) 
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Effective 


Color Combinations 


The Biggest Secret of 
Successful Display 


Often the best conceived window display 
is ruined by a faulty color effect. This has 
ever been one of the most difficult prob- 
lems in the successful practice of window 
display art. 


The Taylor Color Chart, invented a few 
years ago by artists to improve their own 
use of color and introduced to displaymen 
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only one year ago has proven its great 
practicability and worth. It has in a short 
time obtained the approval of a great many 
displaymen and is used by the leading stores 
of the country. 


PATENTED COLOR CHART 


Size 22x29 inches, reinforced with linen back. 
Shows 96 colors—popular and standard—3 masks 
—one sheet of Pictorial instructions. 


COMPLETE, $15 POSTPAID 


Write for free bulletin, “Color as a 
Real Trade Builder” 


The DISPLAY WORLD 
Exclusive Agents to The Display Field 
CINCINNATI, OHIO 
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Making Show Cards Real Sales Helps 


Dark cardboard and use of time without rushing produces effects 
that bring the customer inside the store 


By FRANK DODSON 
Display Manager, Globe Shoe & Clothing Co., Pittsburg, Kansas. 


N old proverb is: A good sign is a sign of 
good business. Thus an attractive show card 
sells. Always try and make your show cards 
attractive, and always bear in mind that the objective 

of the show card is salesmanship; it is constantly at 





work for you. 

Strive to be different. If you see an attractive show 
card, try to improve on it. You probably have seen 
show cards which were neat, but there was something 
missing. In other words, there was no “kick” to them. 
Now, a little touch of art will add just the thing that is 
missing. A little landscape, done in bright colors or 
some catchy design, will do the trick for you. 

The price ticket should not be overlooked. Most 
card writers do overlook this. My price tickets always 
match my show cards. This seems a very small item, 





but it isn’t so small as you think. Watch your price 
cards ; make them as neat and with as much care as you 
would your show cards. 
The card writer is always looking out for something 
new and different in designs. I find it a good policy to 
look through different magazines at the news dealer’s. 
Ofttimes you will get some good inspirations from them, 
Never rush through your show cards. Of course, 
this is the last item that goes in your window, and some 
displaymen do not look upon it as they should. You 
may have an extra attractive display in the window, but 
the first thing the passerby looks for is your message 
on your show card. If your show card is not as attrc- 
tive as your display, the prospective buyer gets the 
wrong impression. Make your show card stand out 
by itself ; it is to the window what the salesman is to the 


to 
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Some Examples of the Attractive Show Cards on Black Backgrounds by Frank Dodson, Pittsburg, Kansas. 
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hands; send for it today. A letter or 


postal brings it. 
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C, he Cardboard is the 
Foundation of the Show Card" 


The best Show 
Cards in the world 
are made on Cres- 
cent Brand Card- 
board—that is why 
they are the best 


Show Cards. 


Send today for our 
new catalog and 
price list, and be 
convinced of the 
superiority and ‘the 
economy of Cres- 


cent Brand Boards. 


CHICAGO ut Board COMPANY 
064-670 West Wash 
CHICAGO GRU amare ILLINOIS 


ington Boulevard 











To Make Your Own Show Cards 


Use Coit’s Ball Bearing Lettering Pens 
for all Styles of Lettering 
Use in Place of a Brush—Get Better Results 


10 FEATURES OF COITS PENS 


. Designed especially for quick work. 

Ball-bearing pens are dipped—not filled, like other 
pens. 

Made of sheet brass—cannot rust or corrode. 

. Soldered solid with holder—preserves neatness. 

. Equipped with corrugated retainer which holds 

enough ink’ for complete line or letter. 

. Scientifically constructed and fixed permanently to 

correct lettering angle. 

. Furnished in-four sizes for universal use. 

. a wane ball-bearing insures constant even flow 

of ink. 

. Writes a clear-cut, sharp line or letter, with no 
smudging or raggedness. 

10. Saves your time, ink and money. 


COMPLETE SET, four pens, 4%”, 4", 4%”, %4"-------- $1.50 
Single Pens or Special, 7s”, 40c ea.; %”, 4%”, 1”, 50c ea. 


At your local stationers or artist material dealers. Mail orders filled 
if not carried by them. 


THE BRIDGEPORT PEN COMPANY 
BRIDGEPORT, CONN., U. S. A. 
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BRUSHES 8 SUPPLIES 























COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary’ for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2.00 


1 No. 12 Pure Sable Rigger $ 
1 No. 8 Pure Sable Rigger 
1 No. 6 Pure Sable Rigger 
2 2-Ounce Water Color (Red & Black).---..-- 
1 Razkut Card Cutter__-- 
1 Show Card Instruction Book—FREE 

TOTAL VALUE $2.50 


PEN OUTFIT FOR $1.00 
1 Set Speedball Pens 











ReRSS 




















1 2-Ounce Speedball. Ink 25 
1 Speedball Instruction Book 15 
1 Double End Penholder 15, 
1 Set (12) Round Writing Pens_-------------- .20 

TOTAL VALUE. -$1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur OF. Gioerauf ©Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 
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POLL FINISH 


SHO CARD BOAR 


HURLOCK 3 


23 DISTINCTIVE-MACNIFICENTFCOLORS 


SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS 

















HURLOCK BROS.COMPANYiwe. 
3436-38 MARKET STREET 
PHILADELPHIA 











interior of the store. The card writer who bears this 
in mind is bound to produce better show cards. 

Try out different shapes and cut-outs. Don’t get in 
the habit of making all of your cards the same shape. 
Every time you make a new set of cards, change the 
shape a little. You will get ideas for your cards you 
never thought of before. I have made designs of my 
cards that I couldn’t have executed on a plain square 
card board. Now, I don’t mean to cut your card board 
up in gruesome shapes, but just change the top of your 
card just a little. This gives you ‘food for thought and 
you are bound to create better show cards. 

I am partial to black card board, but any dark card 
board answers the purpose. You get a much better 
effect in your cards on dark background; and, by the 
way, there are some very good shades to be had—black, 
gulf blue, maroon and moss green. White shows up 
very good on these colors, and it gives you a better 
chance for colors. 

It isn’t a good idea to have three or four different 
colors of card board in your window at one time. Use 
one color at a time. Thus, when you change your cards 
it is noticeable to the public. Show cards, when seri- 
ously and thoughtfully used, are real salesmen. 





Brush Manufacturer is Optimistic 


Man who furnishes supplies to show card 
writers forsees good business 


Bert L. Daily, Dayton, Ohio, of “Perfect Stroke” Brush 
fame, is frankly optimistic, and according to his view of the 
business situation he seems to have good reason for the rosy 
outlook. In answer to the obvious question, “What makes you 
think so well of the present outlook?” he said: 

“I quite naturally have the best interests of my customers 
in mind at all times, and I’m constantly on the alert for better 
merchandise to give them and better ways to render them 
service. 

Quite recently, and after a search and investigation cover- 
ing many months, I was fortunate in making a connection that 
places my organization in position to offer the highest quality 
brushes the market affords. 

“Is it any wonder I feel that I’ve scored a ten-strike? Yes, 
I feel sanguine regarding the business outlook, for I am now 
so equipped that my customers will have the best brushes and 
supplies, and my organization will reap the good will that 
comes from the rendering of one hundred per cent service.” 
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MADISON DISPLAYMEN ELECT OFFICERS 


Jack Hilgers, display manager of the Olson & Veerhusen 
Co., has been elected president of the Madison, Wisconsin, 
Display Men’s Association, to succeed Leo Fay, of Man- 
chester’s Department Store. Other officers elected at 4 
recent meeting were: Vice president, John Schulte, of 
Danielson, Mueller & Simpson; secretary-treasurer, Eugen¢ 
Heinz, of Wolff, Kubly & Hirsog. The retiring officers, in 
addition to Leo Fay, including, Art Knisely, of the Burdick 
& Murray Co., and Hallie Oldstadt, of the Toggery Shop, 
were elected to the executive committee. Plans for the 
next “Trade in Madison” event, and attendance at the 
national I. A. D. M. convention in Buffalo, June 23-26, weré 
discussed at the meeting, also. 
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Show Cards for Store Work in Series 


Perfect display card requires much time and care in preparation 


—Method of making such cards reviewed 


By J. H. HILTON 
Display Manager, Goldman-Cobacker Co., Des Moines, Iowa 


Wa/JITH a long study and experience in the show 
ay f card field, I find that there should be more 
A591 time and care taken with the show card. The 
perfect show card requires time and care. I don’t care 
how good the card writer may be, there are certain 
series of show cards that require time and detail, the 
same as feature displays. This article is for the benefit 
of store card writers. 

I am submitting six decorative cards used just re- 
cently in my displays. Here are three of each series. 











If you’re a clothing store -displayman, use the sizes 
11x14. It is the most popular. You don’t have to 
take my word for it, but just watch the various articles 
by expert card men in the various trade journals. Don’t 
get discouraged because you see some other fellow is 
getting ahead. You may have a new idea yourself and 
are afraid to spring it. Study these cards carefully and 
you will notice the spacing, the decoration, etc., is car- 
ried out carefully. 

Card No. 1. This card is a lavender cloud effect. 





, Show Cards in Series Plan by J. H. Hilton, of Des Moine -. Iowa, 








MASTER-STROKE BRUSHES 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Ill. 
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What the “Passerby” 
Thinks of you 
or Your Store ° 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 


A Paasche Did It! 


A Parrot Can Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your “Tomorrow” Customers! 
WRITE FOR CATALOG 


Saliche Kr Sauk Co 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories. Acknowledged the BEST 













































NEW 1924 
CATALOG 


BRISTLING WITH NEW AND 
MODERN SIGN AND SHOW 
CARD WRITERS’ SUPPLIES — 
AWAITS YOUR REQUEST. 


<<—>10<——0 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 























Background. The oval is of brown. The flowers of 
white, lavender, blue, orange and green. Dobbs is No. 
11 sable brush, pen work is Hunt’s pen No. 5, size 
11x14. 

Card No. 2.. Isa series card relative to No. 1, only 
white card board circle or oval is black dots. The 
decoration at the top is a Hart, Schaffner & Marx 
trumpeter pasted on and scroll work in green and lav- 
ender, two popular Spring colors. 


Card No. 3. Same series as 1 and 2, lavender back- 
ground. Pen lettering. Oval done in lavender also. 
Flowers are blue, white, yellow, black and orange. Size, 
11x14 upright. 

Card No. 4. This is a beautiful series for clothing 
store windows. Stripes are green and white on green 
background. Tassels made with pen. Suits lettered 
with a No. 11 sable brush. 

Card No. 5. Decoration also done in green and 
black and airbrushed with black. Here you see the 
same series, but the details are slightly different. This 
is a curtain effect. Note the fringe on the stripes. 
Very few words, but has a strong pulling power. 


See that the card is placed properly and can be easily read. 
I have noticed in some stores a beautiful show card, placed 
way back behind a suit or shirt entirely out of place and not 
doing a bit of good in helping put the sale over. 

Another thing I would like to mention is the CARD 
HOLDER. By all means a card should never be placed on 
the bare floor. If you haven’t a card holder, here’s a sug- 
gestion that may help. Go to a furniture store and get about 
three feet of picture frame moulding, cut it in 6 inch widths; 
then put a thin piece of wood, trianagle shape, to brace the 
card. This particular holder will hold these sizes cards: 7x11, 
11x14, 8x10, 8x15. If you want a larger card holder, simply 
make your brace in the moulding higher. 

Another important part of the show card is the quality. 
Don’t waste your money on cheap, thin card board. I would 
suggest 10-ply or more. If you don’t care to buy this grade 
of card board, here’s what you do: 

Take your card. We will say, quarter sheet upright. 
Mount another card, say 7x11, on this 11x14 card, and you 
will find it won’t curl up and warp so quickly as the single 
sheet. To add a little artistic touch to your card, cut one inch 
of the corners off the 7x11 piece you mount on the 11x14. 





PLANS MEETING OF SERVICE FIRMS SOON 


S. Fisher, of the Fisher Display Service, Chicago, re- 
ports progress in his plan to organize the window display 
service firms into a national association, which will prob- 
ably be affiliated with one of the national display organiza- 
tions in the near future. Mr. Fisher reports he has heard 
from seventy display service firms, and it is probable 4 
meeting will be called, to take place in Chicago, in the 
month of June. 





J. E. TANNEHILL CONFINED TO HOSPITAL 

J. E. Tannehill, for many years in charge of the win- 
dows of Carson, Pirie, Scott & Co., is in the Ravens- 
wood Hospital, 1917 Wilson Avenue, Chicago, suffering 
from an attack of neuritus, which has kept him confined 
under the care of a physician for several days. Mr. Camp- 
bell, who is Mr. Tannehill’s first assistant, is handling the 
windows in excellent manner during Mr. Tannehill’s en- 
forced absence. 
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Misuse of Mails is Charged 


Warrants are issued for officials of a 
Detroit show card school 


Misuse of the mails is charged to twelve individuals alleged 
to be conducting the Detroit Show Card School at 405 Gratiot 
Avenue, Detroit, Mich., and four of the twelve persons have 
been arrested. Peter F. Griffin, alleged to be the sole owner 
of the school, has not yet been located by the United States 
marshals, who hold a warrant for his arrest. Others named 
in the warrants issued include: W. Littlefair (whose first name 
is unknown), F. H. Sherbert, Harry Stewart, H. T. Sheridan, 
J. C. White, Wm. Fletcher, M. MacDougall (whose first name 
is unknown), P. Smith (whose first name is unknown), C. H. 
Brown, Maude Master and Minnie Stewart. 

Charging that the Detroit Show Card School had failed to 
make good on its guarantees, in newspaper advertising, that it 
would teach its students the art of show card writing and pro- 
vide them with profitable work at home as soon as they had 
graduated, some of the “students” made the complaint. Some 
advertisements are said to have even promised the “student” 
weekly payment for his efforts. One of these advertisements 
was quoted in the complaint on which the warrant was issued 
as follows: 

“Anyone can make $15-$50 a week at home in spare time by 
our new lettergraph method; no canvassing, experience un- 
necessary. We show you how, furnish work and pay you cash 
each week, no matter where you live. Write or call today for 
free sample and illustrated booklet. DETROIT SHOW CARD 
STUDIO, 405 Gratiot Avenue, Detroit, Michigan.” 

The warrants were sworn out April 11 before United States 
Commissioner J. Stanley Hurd, Detroit, Mich., by Francis E. 
Shea, United States post office inspector. It is alleged in the 
complaint on which the: warrant was issued that the Detroit 
Show Card School has been operating in Detroit since January 
1, 1922. As most of the advertising was done in newspapers, 
it is not believed that many displaymen in the country desiring 
to take up show card writing were involved as “students” of 
the firm. 

Editor’s Note—Attention is called to the fact that this 
firm against which complaint was made, should not be 
confused with the DETROIT SCHOOL OF LETTERING, 
which is an institution of good standing, founded twenty- 
four years ago, and an advertiser in The DISPLAY 
WORLD. 





BROADSIDE SHOWS PAPIER MACHE NOVELTIES 

The Art Fontaine Exposition Co., 107% Main. Street, 
Los Angeles, Cal., has just issued a clever broadside show- 
ing some of the leading novelty display items manufactured, 
and some of the ornamental pieces are exceptionally artistic. 
The novelty pieces include figures of all kinds from an 
Egyptian mummy to a gorgeous peacock. The Art Fon- 
taine Exposition Co., is in the front rank of papier mache 
manufacturers. 





CHANGES TO HARDWARE DISPLAYMAN’S JOB 

C. E. Batchelor, who was formerly with the Kerr Dry 
Goods Company, of Oklahoma City, Okla., as assistant in 
advertising and displays, has recently taken the position 
as display and advertising manager for the Pettee Hard- 
ware Company, also of Oklahoma City. The store enjoys 
the distinction of being one of the largest hardware and 
sporting goods establishments in the southwest. 





NOW DISPLAY MANAGER IN CONNECTICUT 

M. Thomas Collins is now the display manager for the 
S. A. Goldsmith Company, of New London, Conn. The 
many friends of Mr. Collins are wishing him much suc- 
cess in his connection. ~ 
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Cut-Out Display Frames 


CHANGEABLE PANELS 
DEEP, WHITE, BEVELED EDGES 








Write for illustrated circular showing many 
unique designs—factory prices. 


National Card, Mat & Board Co. 


Manufacturers 


4318-36 Carroll Avenue Chicago, II. 


Meet NAT-MAT, Booth 42 
Buffalo Convention 


























Ask The Old Timer 


WHERE TO BUY YOUR SHOW 
CARD WRITING SUPPLIES 


FOR 38 YEARS WE HAVE SUP- 
PLIED ALL BRUSHES, PENS, COL- 
ORS, SHOW CARD BOARD, ETC., 
NEEDED BY THE LIVE, UP-TO- 
THE-MINUTE ARTISTS. 


BUY SUPPLIES WITH A REPUTA- 
TION SECOND TO NONE. 


Get Our Catalog No. 40 


NO OBLIGATION 
A POSTAL WILL DO 


GEO. E. WATSON CO. 


“THE PAINT PEOPLE” 


62 W. LAKE ST. CHICAGO 
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Double Reservoir | 
Ink Retainers 
mats cally 


A) PEEDBALL 


(TRADC - MARK) 


DRAWING **> LETTERING 
oa oe, FB y 


are designed and made from the 
craftsmen's stand point....to enable 
you todo more work in less time~ 
and to doit better with less effort 

than with any other pen,brush or hand 
lettering device.."Made in three styles” 


‘A square tip Five Sizes in 
*B round tip 50; each style. 
‘C’ oblong tip per Set of tive 


es Text Book on” Modern Pen Lettering ”.50¢ 
The Beginners Text Bovr Pocket Edition. L5¢ 
Speedball Loose-Leaf System (fifty lessons)..$1% 


HUNT PEN CO....CAMDEN, N.J.,USA: 


Manufacturers and distributors of Speedball Pens, Speedball Inks ,Specdball Books 


o) 








Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 
LASTS A LIFETIME. 





Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE., CHICAGO, ILL. 













Bronze Signs } 
Economy — Quality 








MANUFACTURERS hn os : 
ART IN BRONZE CoO. ‘Cievetanp, cf 





oi =a (Od | a) | 
USED IN MAKING 
SIGNS, PENNANTS, 
SHOW CARDS 
ALL NUMBERS IN STOCK 
SAMPLES ON REQUEST. 


ROBERT L.-LATIMER & CO. 
26 N. FRONT ST. PHILADELPHIA 

















Want Ads Get Results for You! 
Only $1.50 per Inch 











National Display Contests 


(Continued from Page 51) 


with this manufacturer. An Apex loving cup is the reward, 
and if the Meriden firm sticceeds in winning it three times 
it will become the permanent owner of the cup. Hunters, 
Inc., department store, of Syracuse, N. Y., received second 
prize, with a clever display of a housewife cleaning dra- 
peries in her home with an Apex sweeper, and the third 
event went to the Cross-Leslie Co., of Warren, Qhio, 
EF, 5 i F. T. Minder, displayman. i } 
oe  & Mm ~ 
TT Oe Flea Announces Unusually Big Contest 

The Congoleum Company has established a special 
window contest bureau at 381 Fourth Avenue, Room 841, 
New York City, for one of the biggest window display con- 
tests of the year, in which prizes worth $25,000 are offered 
for the best window displays of Gold Seal Congoleum rugs. 
The contest runs from May | to 31. A special window dis- 


play kit is furnished by the contest bureau to those de- , 


siring to enter. 

There are two groups in the contest—for merchants in 
towns of less than 25,000 population and merchants in cities 
of 25,000 population and over. Entrants must have had 
Gold Seal Congoleum in stock, or on order, prior to the 
first announcement of the contest, April 10. Every window 
display must be on view not less than one week between 
May 1 and 31. Each photograph must be accompanied by 
an entry blank, and all entries must be in the contest office 
before June 25. Four Ford sedans, one for each of the two 
best windows in each group; six Ford touring cars, one for 
each of the three next best windows in each group; one 
hundred $30 Likly traveling bags, one for each of the next 
best fifty windows in each group, constitute the prizes, in 
addition to $12 Ansco cameras, given to all other contestants 
in each group. 


Indianapolis Star Continues Its Contests 


The merchandising department of the Indianapolis Star 
continued its monthly contest for window displays of prod- 
ucts advertised in that newspaper in April. Charles F. 
Galm, 914 BE. Twenty-third Street, Indianapolis, won first 
prize in the April contest with a Heinz display, other awards 
being S. Gurvitz, 654 Blake Street, second prize for a Max- 
well House coffee display; C. H. Hill, 2403 N. Illinois Street, 
third award, for a Heinz display, and Beckerich Bros., 
Twenty-second Street and College Avenue, fourth prize, 
for a Domino Sugar display. Druggists will participate in 
the contest conducted during May. 


Barreled Sunlight Contest is On 
The U. S. Gutta Percha Paint Co., 34 Dudley Street, 


Providence, R. I., is conducting a window display contest 


for displays of Barreled Sunlight. The prize for the best 
display is $100. There are 14 prizes, in all, totalling $300. 
The contest closes June Ist. 





NOW DISPLAY MANAGER FOR ST. LOUIS FIRM 


Syl. C. Rieser has become affiliated with the J. S. Wolff 


Clothing Company, of St. Louis, as display manager. Mr. 
Rieser was formerly connected with H. H. Tarrasch, as an 
assistant displayman for Stix, Baer & Fuller, holding this 
position for six years. Recently, he has been connected 
with the Walter E. Zemitzsch Co., as sales manager. His 
new position affords him wonderful opportunities to use 
his ability, as the Wolff store is one of the foremost cloth- 
ing establishments of the mid-west. 
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New Advertising Man at Schack’s 


Former well known display authority takes new 
position and greets friends 


Announcement has just been made of the affiliation with 
the Schack Artificial Flower Company, 134-140 N. Robey 
Street, Chicago, of E. O. Burdg as advertising manager, suc- 
ceeding M. C. Maher. This announcement comes as an agree- 
able surprise to the legion of friends of Mr. Burdg, who is 
possibly one of the best known displaymen in the country, with 
experience covering a period of twenty-four years. 

In this nearly a quarter of a century Mr. Burdg has been 
connected with some of the largest department stores of the 
country in the capacity of display manager. He built up quite 
a reputation for himself as an authority on general window 
display information through his editorials and window back- 
ground designs, which have been published in the leading 
trade papers for the past eighteen or twenty years. 

Mr: Burdg was formerly connected with Store Equipment 
and Window Display Monthly, a section of The Dry Goods 
Reporter, published in Chicago, as associate editor. He was 
also instructor of show window background designing in the 
Koester School of Window Trimming, Chicago. He also has 
done considerable work for the national advertisers, operating 
a service to them in the designing of show window back- 
grounds and window settings for their merchandise. More- 
over, Mr. Burdg is not a new man in the Schack organization, 
having worked for Mr. Schack four different times in the 
capacity of having charge of publicity, sales promotional work 
and designing. He was formerly employed by the Scholl Man- 
ufacturing Co., of Chicago, having charge of the advertising 
and trade promotional work and directing the displays for 
35,000 dealers. 

The time of Mr. Burdg will be devoted in the main office 
of The Schack Artificial Flower Co., and at the loop sales 
room, where he says he will always be glad to meet any of 
the displaymen coming to the Chicago market to purchase 
their decorations. 





Northwest Displaymen Organize 


Meeting at Seattle results in new association for 
Washington and Oregon 


The Pacific Northwest Display Men’s Association was 
organized April 28, at a meeting of 26 displaymen from 
six cities of Washington and Oregon, held at Seattle. The 
enthusiastic meeting was concluded with a dinner at the 
Terminal Sales Building, in Seattle. An effort is to be 
made to have the 1925 convention of the I. A. D. M., held 
in some Pacific Coast city. 

Bert Coltus, display manager of Rhodes Brothers Co., 
Tacoma, Wash., was elected the first president of the 
new organization. Other officers elected were: Vice-presi- 
dent, J. Walter Johnson, display manager, The Powers 
Furniture Co., Portland, Ore.; secretary-treasurer, J. Allyn 
Dean, of The Crescent Store, Spokane, Wash.; board of 
directors, Carl Amdahl, Spokane, Wash., M. O. Evanson, 
Bellingham, and P. K. Howell, Yakima, Wash. 

The towns and cities represented in the new organiza- 
tion include: Tacoma, Bellingham, Spokane, Yakima, 
Portland and Seattle. Prominent Seattle firms, whose dis- 
Playmen are charter members of the new organization 
include: Fraser Paterson Co.; Eastern Outfitting Co., 
Fahey Brockman Co., Young’s Shirt Shops, Frederick & 
Nelson, Grote, Rankin Co., Cheasty’s, Browning, King & 
Co., and Rhodes Brothers Co. 
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* fool-prook- foe 


is this instruction course by 


WM. HUGH GORDON 





To Letterers and Students 


This primary instruction course in lettering has 
made good. It is the first application of the 
Gordon System, based on well-defined compari- 
sons. The familiar music staff is used here as an 
aid to correct alignment and construction of 
letters. 


The most simple letter forms are shown and 
gradual progress is made up to the most mod- 
ern styles in popular use. These are all divided 
into four classifications from which all correct 
individual conceptions may be devised. In each 
case mention is made regarding the brushes, pens 
and materials best adapted to the production 
thereof with the least degree of effort. 


This course has met the great need for up- 
to-date instruction on this subject and will not 


disappoint. 
* 
Beginners 


This system will enable you to study letter- 
ing intelligently and answers all questions in a 
manner calculated to inspire the student with 
confidence in the abilitv of his instructor. It 
eliminates indiscriminate practice. Reduces theory 
to a point of producing almost immediate results. 
Heretofore lettering has been taught by present- 
ing a few alphabets, mostly ill chosen in point 
of adaption to handcraft. These, with a few 
random remarks about drawing the characters 
as represented, completed the course in confusion, 
leaving the student to his own devices with the 
usual result—Failure. 


Each lesson printed on cardboard, Size 7x11 
Blue Portfolio Container 


THE DISPLAY WORLD - 
Cincinnati, Ohio DW-11-23 


Gentlemen: 

Enclosed find money order for 

[1 $2.00 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING. 

[_] $3.08 for one copy Gordon’s ONE HUNDRED LOOSE 
LEAF LESSONS IN LETTERING and a year’s sub- 
scription to The DISPLAY WORLD. 

Ship pestpaid at once to the following address: 


POOR eee eee eH EEE HEE EEEEEEE SESE EESE SEES EHO EEE EEE EEE EES 
Oem eee eee ee eee eee EHH HEHEHE TEE EEE SEES SE EEESEEEEEEES 


Hee wees eresseseseeesseesessesse wh Coerecseceessessesesesese 


Sta 
Note. —If remitting by check add “0c for exchange. 








L 





60 THE DISPLAY WORLD 


ee | 


New;'Arcade Replete with Displays 
Los Angeles formally opens remarkable new structure housing 


61 shops and 350 offices with 1200 windows 


By DAVE E. ANDERSON 
Special Correspondent, The Display World 


Se) HE Mercantile Arcade Building, of Los Angeles, 
occupying a pre-eminent position among the great- 
est buildings of the world, stands as a monument 
to the initiative of a many-years-old dream of the 
men who conceived the project. This wonderful building, 
aptly described as a “three story street with twelve story gate- 
ways,” the largest of its kind in the world, is a replica of the 
Burlington Arcade of London. 

The structure is in reality two connected buildings, each 
of limit height, one facing Broadway between Fifth and Sixth 
and the other fronting on Spring Street. Between the two 
runs a three story arcade, 325 feet long and 45 feet wide. 
The total area of the site is 385,000 square feet. It is of 
fireproof class A construction, has two stories below the street 
level and twelve stories above, with a total floor space of 
301,000 square feet. There are 1200 windows and 1100 doors, 
requiring 260,000 feet of lumber to build. 

The history of the construction of the Mercantile Arcade, 
which was completed in the record-breaking perfod of nine 
months, reads much like a romance. The contract for the 
building was let to MacDonald & Kahn in January, 1923, but 
title to the site was not obtained until April 24. Within a few 
hours the wrecking of the old building on the site, which was 
known as Mercantile Place, was commenced. Three days 
later wrecking had so far progressed that excavations were 
started, which work was completed June 15, and work on con- 
struction of the Broadway Building started at onae. 


When the giant girders of the structural steel which form 
the framework of the building were in place, the concrete fire- 
proofing and the flooring quickly followed, the work progress- 
ing for a time at the rate of three floors a week. The build- 
ing contract called for completion of, the structure for occu- 
pancy of tenants on January 15, 1924, and on January 7 
tenants began moving into office rooms in the Broadway Build- 
ing. 

There is also an interesting background of local real estate 
history as told by Mr. A. C. Blumenthal, builder, in discussing 
the new building. ‘The site of the present building was pur- 
chased in 1883 by the Board of Education for $12,500. At 
that time, according to reports, it was considered a “bad buy” 
by big business men. Thirty-seven years later (1919), at 
public auction, the property was sold to Adolph Ramish for 
$1,550,000, an increase of $1,442,500 over the former purchase 
price. The present great structure represents an investment 
of nearly $6,000,000. 

More than twenty-five different lines of business are repre- 
sented by the tenants of the 350 offices and 61 shops in the 
building. 

Desmond’s have an attractive shop at the left of the 
Spring Street entrance for the men who desire the smartest 
haberdashery. The interior of the shop is unusually well 
arranged and attractive, while the display windows were given 
much consideration. They are about four feet deep, with 
possibly a three-foot bulkhead. The backgrounds are of 
Philippine mahogany with soft wax finish, while the display 
fixtures, graceful of design, suitable- to a man’s shop, har- 
monize with the background. 

At the right of this entrance is the newest link in the chain 

of Owl Drug Stores. At the left of the Broadway entrance 





is a Comet’s famous Orange. Drink stand, one of the most 
popular places in all Southern California. The shop at the 
other side of the entrance is “See’s,” famous for excellent 
candies. 

Other shops are occupied by the Arcade Music Shop, 
Singer Sewing Machine Co., Coast Water Heater Co., Salz- 
man’s Haberdashery, the Arcade Fur Shop, Steiner Studios, 
Antiques and China Ware, Arcade Flower Shop, My Valet 





Looking Through the New Arcade, Los Angeles. 


Shop, Standard Sales Co., Art Linen Shop, Arcade Ladies’ 
Shop, London-Alaska Fur Shop, A. Rack & Co., Jewelry, 
Adell Hats, National Shirt Shops, Zinke’s Shoe Repair, Mar- 
tha Washington Candies, Smart Shop Hats, Eastern Art & 
Novelty Co., Belgian Diamond Corporation, Arcade Radio 
Shop, Cook & Woodley Co., realtors, Dzelinsky & Sons, Paint- 
ing and Decorating. There are also Western Union and 
Postal Telegraph stations in the building. The Weaver Jack- 
son Co. occupy much of the space on the second floor of the 
Arcade with one of the finest and most attractive and mod- 
ernly equipped beauty parlors in the United States. Near 
each entrance and in the center of the Arcade, the Van Noy 
Interstate Co. have installed news and cigar stands. The 
Leighton Co-operative Industries occupy the major portion 
of the basement of the new building with a cafeteria seating 
over 1000 people. The entrance to the cafeteria is on Broad- 
way. 

The arches and balcony of the Arcade are decorated in 
the Renaisance period design, with rather vivid polychrome 
coloring. The pillars of the arches are of Italian travatine 
marble. Over the doors of the first floor shops and on the 
balconies of the second and third floors are glass about 2x6 
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feet, which are illuminated from behind, bearing the name of 
the shop. This makes it possible for one to easily ascertain 
the location of any shop from the first floor or from either 
of the balconies. 

This remarkable edifice was formally opened recenlty. 
At this event there were more than four thousand invited 
guests, which included city officials, celebrities of the stage 
and screen and persons prominent in social and civic life of 
Los Angeles, as well as a large delegation from San Francisco 
and other California cities. The plans for the entertainment 
of the guests were under personal supervision and direction 
of Mr. Blumenthal. Acting Mayor Boyle Workman, Dr. Jas. 
Whitcomb Bropher, and Charles F. Stern, executive vice- 
president of First National Bank were speakers, while Will 
Rogers, of screen fame, was master of ceremonies. During 
the evening concerts were given by Francesca Ferullo and his 
fifty Venetian Artists, Abe Lyman’s band, the two Leighton 
orchestras, the Ambassador orchestra, and a number of vo- 


calists. 





Joins Bodine-Spanjer Co. Staff 


The Bodine-Spanjer Co., 1160 Chatham Court, Chicago, 
foremost manufacturers of window backgrounds and dis- 
play decorations, announces a most important addition to 
its selling organization in the affiliation of T. Guy Duey. 

Mr Duey, one of the most widely known men in the 
display industry, comes to this organization equipped to 


enhance the service facilities of the Bodine-Spanjer Co., 
and through the disposal of his many years of experience 
and unusual talent, assist merchants materially in prob- 


lems effecting window display and merchandising. In ad- 
dition to his artistic talents Mr. Duey has the experience 
of life study of window requirements and window mer- 
chandising that will be greatly appreciated in the field. 

For many years Mr. Duey directed the display depart- 
ment of the Wurzburg Dry Goods Co., Grand Rapids, Mich., 
where his displays attracted national attention, and won 
for him the display championship, an award made by the 
International Association of Display Men. For several 
years, until his retirement from the display profession to 
enter the manufacturing branch of the field, Mr. Duey 
served as secretary of the I. A. D. M., and during his term 
that organization made rapid strides of advancement. Mr. 
Duey has been assigned to the Pacific Coast and will su- 
pervise the ‘selling operations in this important territory. 

Mr. Duey’s connection with The Bodine-Spanjer- Co., 
completes the most remarkable organization which has 
ever directed its efforts in the production of display prop- 
erties. L. S. Janes, C. W. Moderow, J. W. Foley, T. Guy 
Duey, Louis Kohtz, Edmund P. Kellogg, R. W. Bock, Harry 
Green, C. Von Huben and Ed. Belanger, each a recognized 
authority in his respective and special division of the dis- 
play industry, comprise the directing and creative division 
of this organization and with such a galaxy of stars, great 
developments may. well be expected. 





WINS PRIZE WITH FLOAT IN TEXAS PARADE 


Jack Ralston, genial display manager for the Levy 
Bros, Dry Goods Company, Houston, Texas, won first 
Prize with an exceptionally attractive float constructed for 
the Millionth Bale Day parade in Houston recently. This 
celebration marked the shipment of the millionth bale of 
cotton from the port of Houston. Frank S. Davis, repre- 
senting the National, Mat & Board Co., of Chicago, who 
Witnessed the parade reports Ralston’s effort well worthy. 
of the prize, so exceptional was the float’s beauty. 








More than Twelve Thousand 
Gordon Books In Use 





BECAUSE Wm. Hugh Gordon’s “Lettering for Com- 
mercial Purposes” gives the letter-craftsman just 
the practical help and assistance he needs and ap- 
preciates. It is written in supremely simple style. 


BECAUSE it is thorough and complete, carrying a 
world of information that holds and thrills the 
seasoned artist as well as the student. 


BECAUSE it is modern, containing page after page 
of ‘new and practical letter styles and combina- 
tions, a guide from fundamentals to finish, inspir- 
ingly beautiful and always thoroughly practicable. 


BECAUSE in its text it gives substantial, worth- 
while, practical professional information, gleaned 
from twenty-five years experience in various 
branches in the field of lettercraft. 


BECAUSE it is a book one lives with, the prized 
book of modern instruction for the card writer, 
poster artist, displayman and lettercrafter. Gor- 
don’s book is as enduring as his art. 


CHAPTERS 


Modern Lettering—Classification of Letters and Types— 
Some First Principles in Lettering—Brushes and Pens for Let- 
tering—The Potentiality of a Show Card Writer’s Brush—First 
Principles in Show Card Writing—Arrangement and Balance in 
Show Card Lettering—Diagranumatical Analysis of Letters— 
Rapid Single and Double Stroke Numerals—Economy of Motion 
as an Aid to Speed—Modification of Type Faces Adapted to 
Brush Work—Italics for Speed Lettering—Speed Limit in Let- 
tering Show Cards—Fundamentals of Speed Work—“Poster 
Styles” of Lettering—New Alphabets vs. Old—The Show Card 
and the Show Card Man—lIllustrative Stunts for Show Cards— 
Motion Picture Titles and Their Preparation. 





Bound in blue Vellum DeLuxe Cloth, Cover Stamped in 
Gold—220 Illustrations, over 100 of them page 
alphabet plates 


PER When orderedin BOTH 
$3.5 COPY soreness FOR $4. 30 


Display World 























THE DISPLAY PUB. CO., CINCINNATI, O. 


Enclosed find $_..---------- TO PAY FOR 


[1] The Gordon Book. 
[] The Gordon Book and a full year’s subscription to 
The DISPLAY WORLD. 





City -.. State j 
NOTE—If remitting by check add 10c for exchange. 
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Wide Interest in Uniform Spring Openings 


(Continued from page 17) 


plan worked very well and was considered a success by 
the merchants. 

This spring, the custom was changed somewhat and 
prizes were offered to the designing class of the Fulton 
high school for the best window posters. We offered 
three prizes. This started the young folks working and 
they produced some very fine posters. These were then 
exhibited at a meeting of our retail merchants, and they 
chose what they considered the three best posters. Then 
all the entries were put up for drawing by the merchants, 
and they were put into the various windows. However, 
before being placed in the windows, they were exhibited in 
our Citizens National Bank window, with a legend, telling 
the people that they were to be used in the various stores 
during display week. Of course, they attracted consider- 
able attention. 

Another feature which we used both last fall and this 
spring was the offering of a merchandise prize to the public 
by the merchants. No prize was to exceed five dollars in 
value. This prize was displayed in the window with a 
card attached, furnished by the Chamber of Commerce, 
showing that on Saturday evening, the winner of the prize 
could find his number attached to the prize displayed. 
Each merchant was furnished with as many coupon tickets 
as they thought they could use up to one thousand. Per- 
sons coming to the store, either for purchasing goods, or 
simply to obtain a coupon, were given tickets, which were 
placed in a box and sent to the Chamber of Commerce at 
5:30 Saturday evening, where a drawing was held and the 
winning numbers immediately telephoned to the various 
stores. The number was then placed on the window card 
and the people who identified their prizes entered the store 
and claimed them. 

The results were pleasing, for it stimulated all phases of 
display. Merchants too frequently lose sight of the fact 
that they should make every effort to have their windows 
attractive, well lighted at night, and have the goods in 








Prize Winners in 
Raleigh, N. C., 
Spring Opening 

Window Display 
Contest. Upper 
Left, Display by 

T. H. Briggs’ 

Hardware Store, 

Second Prize; 


stock which will appeal to the public, have them properly 
priced and be sure they are using the proper sales methods. 


Public Permitted to Assist in Picking 
Winner of Auburn Contest 


By C. L. MACKAY 


Display Mgr., Fowler, Henderson Co., Inc., Auburn, N. Y, 

The plan of permitting the shopping public to decide 
the winner was employed in the spring opening and dis- 
play day contest, conducted by the merchants of Auburn. 
Our display, entitled “The Whims of Fashion—1803-1924” 
was the winner. 


The voting coupons were published in three editions of 
the local newspapers during the displays, and the public 
urged to vote by offering a prize to the person holding the 
seventh coupon of the votes drawn from the group repre- 
senting the popular window. The display which won the 
prize represented a woman of 1803, the dress and fur .ish- 
ings actually being that old and the property of several 
leading families of the city, who treasure heirlooms. The 
dress was the traveling costume of one of our customer’s 
great grandmother’s wedding trousseau. The furnishings 
consisted of a windsor rocker, a colonial mahogany table, 
a spinning wheel, a handwoven rug, a shawl and two very 
old candlesticks. On the table was a Bible, edition of 1786. 

Opposite this figure was the Flapper of 1924, dressed in - 
the smart sport coat, overblouse, light skirt, with a small 
hat. She was shown leading her pet mut, and had just 
relinquished her half-smoked cigarette. The middle ground 
was a huge basket, four feet square, filled with tulips and 
daffoldils and backed up with an arbor of spring flowers. 

The design and work were the result of much hard 
labor and thought, but they were well worth the effort, 
and the store felt added pleasure in having the design 
receive the popular vote of the clientele of the institution. 


Upper Right, Dis- 
play by Taylor 

Furnishing Co., 
Fourth Prize; 





Lower Picture, 
Gilmer’s, Inc., First 
Prize, with a Dis- 
play of Groceries. 
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P Or “Opportunity Sxchange © 


Mien Wanted Positions Wanwd For Sale Wanted w Buy 








Window Trimmers, Displaymen — Paint 


Arts are practical and inexpensive. We 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 
Enkeboll Art Institute, Omaha, Neb. 





ences. 





WANTED—Man or woman to take charge 
of dry goods and ready-to-wear store. 
Must have executive ability and know 
how to buy and sell profitably. Store em- 
ploys eight people. Town is a live one not 
far from Pittsburgh. Have been in busi- 
ness here for twenty-three years. Address, 
stating salary and giving references. 
PHILIP ROUSE, West Newton, Pa. 








your own Scenic: Background and Artistic : : 

Accessories, We teach you how by Mail. ASSISTANT with tail Dap ane agence ake a 

ur Exclusive rrespondence Courses in measures 4/2 tee igh and nearly ee 

Theatrical Scene Painting and Pictorial TO DISPLAYMAN ba Worth $75.00; will sell for $40.00. 
rite 


Several years of experience in 
large department store; refer- 
Ex-service man, age 
30, ambitious, willing worker. 
Will start for $25.00. 


Address “L. H.” 
Care DISPLAY WORLD 


FOR SALE—Full size mounted Peacock 


W. A. SPENCE, Display Megr., 
Care Callahan Co., 
Yakima, Wash. 








FOR SALE—Two Ruskuos trees. Been 
used only once. Stand four feet. Cost 
$32.00. Will sell for $20.00. Color, green. 
For information write 
J. H. HILTON, 
Care Goldman-Cobacker Co., 


Des Moines, lowa 

















THE CLEARING HOUSE OF THE DISPLAY FIELD 


When you want a man, a position, or have any used materials or window and store equip- 
ment you want to buy or sell, let your wants be known through a WANT AD in 


THE DISPLAY WORLD OPPORTUNITY EXCHANGE 
THE COST IS LOW—ONLY $1.50 PER INCH—RESULTS EXCELLENT 








Increased Interest Evident Each Year 
in Spring Opening at Watertown 


By WALTER L. WELCH 
Display Manager, F. A. Empsall & Co., Watertown, N. Y. 


The display installed for the Empsall store in Water- 
town’s fashion week contest won two prizes, first in women’s 
ready-to-wear clothing and second in millinery. This was 
the only window entered in the Watertown contest that 
captured two prizes. 

One of the features I used in making this display so 
exceptionally attractive was by the use of both direct and 
diffused light. The unique variation of color set off the 
merchandise in the window splendidly. The arched back- 
ground and the use of but one figure with but few dec- 
oratives gave the display distinctiveness. The lighting ef- 
fects, and the general surroundings gave further evidence 
of the subject “Sunny Days.” 

Some exceptionally beautiful windows were unveiled 
during this year’s fashion week contest in all sections of 
the city, and there seems to be added interest in the event 
each year. The merchants are getting returns, and the dis- 
playmen are showing anxious rivalry to compete for the 
prizes. 

Beautiful Window Week is Growing 
In Interest at Sioux Falls 
By E. S. MILLER 
Secretary, Associated Retailers, Sioux Falls, S. D. 

“Beautiful Window Week” is a semi-annual event in 

Sioux Falls, and it is growing in interest each year. It is 


Participated in by all the downtown retail stores. The 
different establishments vie with each other to have the 


best looking window. There are no prizes. A band covers 
a certain line of march and between this and the beautiful 
window with seasonal stock displays, there are usually 
large numbers of people on the streets. 

We have conducted this event for a number of years, 
and find that it never fails to invoke a great deal of favor- 
able comment. It has been successful without the offering 
of prizes, and the merchants and displaymen seem to take 
the same amount of pride and interest in the displays, as 
if huge awards were to be made. They realize, thoroughly, 
the sales value of the event. 


Lansing’s Spring Opening Proves to 
be an Exceptional Event 


By HARRY H. COWAN 
Display Manager, F. N. Arbaugh Co., Lansing, Mich. 


Even those who remained at home the night of Lansing’s 
spring window opening, knew that the event was a suc- 
cess by the trail of people making their way to Washington 
Avenue, and the downtown shops at an early hour. The 
F. N. Arbaugh Company carried off first honors in the 
contest, department store class in which five large depart- 
ment stores competed. Judges for the contest were: Dean 
Jean Krueger, head of the home economics department of 
Michigan Agricultural College; R. K. Stewart, of the draw- 
ing department and James Hasselman, director of publi- 
cations, also of the college. 

It was the largest window night attendance ever re- 
corded in Lansing, and police were obliged to take a hand 
in directing the procession so that all might have a turn at 
window shopping. 

Some of the things in the display which I installed for 
the Arbaugh firm with my assistant, Kenneth Barnes. of 
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Grand Ledge, which attracted the crowds were: The 
camm stone effect backgrounds used, the hand-painted 
Louis XVI design curtains, painted by a Belgian artist, the 
interwoven scene from Greek mythology depicting the 
return of spring, and the floors of black onyx which served 
as a foil for oriental throws and brought out the beauties 
of the beaded afternoon dresses and pattern hats which 
were the fashions displayed. 

All of the fixtures in the Arbaugh windows were built 
in the shops of the Hugh Lyons Company, of Lansing. 
Other winners in the Lansing event by classes follow: 
Furniture — Jarvis-Estes, first; Hoover-Bond, second. 
Ladies’ clothing—Style Shop, first; Sprowl’s, second. Men’s 
clothing—Lewis Shop, first; O’Connor’s, second. Shoes— 
Shubel’s, first; Arcade Bootery, second. Jewelry—Mor- 
gan’s, first; Daniel’s, second. Groceries and Meat Dealers 
—Eaton’s, first; Eckert’s, second. Hardware—Stahl’s, first; 
Van Dervoort’s, second. Boys’ and girls’ clothing—Lewis 
Shop, first; Abbey & Walters, second. Floral shops— 
Lansing Florist Co., first;Flower Shoppe, second. Drug 
stores—Rouser’s, first; Kraft’s, second. Miscellaneous 
stores—Edmonds, first; Grinnell Bros., second. Hats— 
Kies first; Arcade Serve Self, second. 


Close Contest at Mount Vernon, Ohio 


The Ringwalt Company’s window displays won the 
spring opening contest of the Mt. Vernon, Ohio, Chamber 


‘of Commerce. The competition was very close. The first 


of the cup-winning windows featured a dimly-lit boudoir, 
containing all the accessories a woman of fashion could 
need. The second was a colorful presentation of the major 
items of women’s spring apparel. Honorable mention was 
given fourteen other windows by the judges. Those hon- 
ored were: Wythe & Ogg millinery store; Book and Art 
Shop; McCormick Furniture store; Rosenthal Clothing - 
Co.; Rosenthall & Esley; Knecht-Feeney; Mendenhall 
Grocery store; Pitkin’s grocery store; Fish, Lybarger & 
Co., Spearman’s Flower store; Dowds Dry Goods store; 
Walker-McCrackin Co.; Schrantz & Heckler, and Kelly, 
Mitchell & Goodell hardware store. 


Other Interesting Window Openings 


Sixteen members of the Goldsboro, N. C., Merchants’ 
Association participated in.a spring contest. James Han- 
nan was second, with a showing of women’s apparel. 

The Peoples’ Store, 92 Washington street, South Nor- 
walk, Conn., won a loving cup for the best window display 
of ready-to-wear in the contest in that city. 

A window and advertising contest were jointly con- 
ducted by merchants of Oneida, New York, in their fash- 
ion display week. Fifteen high school girls acted as 
models for the event. 

Two days of veiled windows preceded the spring win- 
dow show at Traverse City, Michigan, and some excep- 
tional displays were apparent when the curtains were 
drawn. The crowds in attendance were exceptionally 
large. 

The Ideal Dry Goods Co., women’s wear store, won the 
window display contest conducted by the Retail Merchants’ 
Association at Winston-Salem, N. C. This event was 
linked up with a style revue. 

Every place of business in the Peachtree Arcade, At- 
lanta, Ga., participated in an unusual spring festival late in 
April, and prizes were awarded the most attractive window 
displays shown by the arcade merchants. 

The spring display week at Canton, New York, was 
sponsored by the Canton Advertisers’ club and practically 
every store participated with exceptional window displays. 
The event will be repeated next year. 




















The Human Figure Reproduced in Wax 


ha 


AX FIGURES that harmonize with the 
merchandise and inject human interest with- 
out distracting from the garments displayed. 
Such figures represent the utmost in in- 
vestment and the ideal display medium. 


Complete Information Upon Request 


J. R. PALMENBERG’S SONS, Inc. 


Founded 1852 


_ 63-65 WEST 36TH STREET, NEW YORK 


BOSTON CHICAGO SAN FRANCISCO BALTIMORE 
26 Kingston Street 204 W. Jackson Blvd. 11 First Street 122 W. Baltimore Street 
























































q 
S YOUR CITY A 
and What a 

i Parade Will Do For It 


Progressive cities are turning more and more 
to the Floral Parade as a means to stimulate 
business. 

Parades bring out the cities population al- 
most unanimously as well as drawing onlookers 
from surrounding towns and rural districts. _ 

This is the merchants opportunity to bring 
his business before the public by means of a dec- 
orated auto or float in the Parade. 

The cost of decorating a car is surprisingly 
low, too. 

We will be glad to give any merchant or 
Chamber of Commerce full information on how 
to organize and carry through a parade. 


Get this Catalog 
ye”, 




















































ALLER ~ THE ADLER-JONES COMPANY 
NY 649 South Wells Street, - - - CHICAGO 
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